














ROYAL ENTERTAINMENT featuring JOSEF CHERNIAVSKY 
dynamic Russian Maestro. . the MUSICAL CAMERA’ ana the 184] GIRL 


OSEF CHERNIAVSKY translates life 

into melody by the magic of the 
‘Musical Camera”... assisted by the 
silver voice of the 1847 Girl and a 
distinguished orchestra. Half-hour 
programs every Sunday afternoon 
from 4:30 to 5:00 E. S. T. beginning 


October 25th. 
Tune in to Red Network stations 


FOR 90 YEARS - 


A PRODUCT oF (IS) INTERNATIONAL SILVER CO. .- 


of the National Broadcasting Co. ... 
Coast-to-Coast. 

The broadcasts will feature the 
“Jubilee Special” . . . a master service 
of 90 gleaming pieces . . . celebrating 
the 90th year of America’s Finest 
Plate... and offering your customers 
a jubilee saving of $32.00. You will 


soon receive complete information. 


MERIDEN, 


1847 ROGERS BROS. 


AMERICA’S FINEST PLATE 


CONN. 


















rue New ‘|| G) 377 BEN, ALLEN & Co. 


Catalogue 
A GUIDE TO BETTER BUSINESS 










USE THE NEW 
BETTER 
UP-TO-DATE 
2) EDITION 





READY 
FOR 
MAILING 


Undoubtedly the most complete legitimate Wholesale Jewelry Catalogue ever issued 
—and one of the finest. . . . Your Fall and Christmas needs . . . . and they will 
be many this year—cannot be satisfactorily taken care of without this new 1937 
Benj. Allen & Co. catalogue. 


If you have not received your copy, write for it. 


BENJ. ALLEN & CO., inc. 


The Silversmiths Building 
10 SOUTH WABASH AVE. CHICAGO, ILLINOIS 
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SPEAKING OF 
THE _Jewetry [Rave 


After closely watching 
the effect of the repeal of the jewelry 
excise tax during the past two months, 
Durward Howes of Los Angeles, 
president of the California Retail 
Jewelers’ Association said, ‘“The re- 
peal of this tax has given the retail 
jeweler a lot of encouragement for it 
has given him a ‘breathing spell.’ 

“The jewelry trade as a whole must 
be constantly on guard against future 
special taxes. There is no question 
but Congress must provide more 
taxes to counteract the huge govern- 








mental spendings, so it is apt to say, 
‘This jewelry business has been re- 
lieved of a big tax, so let’s see what 
we can put back.’ 

“T personally do not think we mer- 
chants can hope or should hope to 
escape just taxation. We are likely to 
get off with a more equitable taxation 
in Washington, if we view the situa- 
tion in that broad light.” 
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44 
A: this time when 


we are so conscious of the idea of 
social security, security for family, 
protection of property, the care of 
employees, no one suggests that the 
most important item for the boss to 
insure his own business existence,” 
says Mead Montgomery of M. A. 
Mead & Co., Chicago. 

“It seems pertinent at this time 
when business is definitely on the up- 
grade that the boss pause from the 
consideration of social security in gen- 
eral and view his own situation in 
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particular. After all what is his para- 
mount desire—the continued existence 
of his own business and the welfare of 
his own employees. 

“The last few years should have 
taught him the wisdom of protecting 
his business career through the prompt 
meeting of obligations. Now that the 
future seems of a rosier hue, the boss 
should remember the bitter years just 
past. In other words keep in mind 
that the acceptance of long time credit 
can seriously endanger the very exist- 
ence of his business—remember that 
the house extending unreasonable 
time for the purpose of securing 
larger orders is doing him no favor— 
in short nothing provides him person- 
ally with business insurance as the de- 
sire and ability to pay his obligations 
promptly.” 


> 


iL a letter 
from Wm. Friedman, an importer and 
jobber at 37 n. W. First St., Miami, 
Fla., to THE JEWELERS’ CIRCULAR- 
KEYSTONE he expresses his opinion of 
manufacturers who sell not only to 
jobbers but also to retailers in direct 
competition with the jobbers. In this 
connection he says in part: 

“Formerly a manufacturer was one 
who created and produced an article 
and then sent out salesmen and agents 
to the jobbers with samples. Today 
the manufacturer sends his sales- 
men and agents to both jobbers and 
retailers. Inevitably this is leading to 
the elimination of the jobber. The 
jobber can no longer find a market 
wherein he can profit, for the manu- 
facturer has already contracted that 
market at the same prices that the 
jobber can quote. 

‘To add to this chaotic state of 
affairs the manufacturers being larger 
and financially independent give the 
retailers terms of such duration that 
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the retailers do not wish to do busi- 
ness with small jobbers whose limited 
capital prevents long terms. To go 
still further, the manufacturers and 
importers by common agreement now 
only sell to certain jobbers and not 
to all, calling the favored jobbers 
their distributors. This is mere camou- 
flage for the attempt to slowly thin 
the ranks of the small jobbers and 
ultimately eliminate all jobbers. To 





complete the picture, the jobbers as 
a matter of self preservation may then 
be compelled to sell directly to the 
consumers— in direct competition 
with the retailers—and thus create 
one vicious cycle. . .” 


© © 
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g ome has been much 


talk for the past few years by every- 
one from the president of our country 
on down to the smallest merchant 
about trade evils,” says Dan W. 
Moor, of Moor’s Jewelry Store, 
Tifton, Ga. 

“Here in this small town my cus- 
tomers are able to buy anything in the 
jewelry line that they so desire just 








as cheaply as I can buy it,” adds Mr. 
Moore. “That is a big trade evil. I 
can show them catalogs of jewelry 
houses in Chicago, New York and 
New Orleans in almost every drug 
store and hardware store in this city. 
Their prices are quoted retail with a 
50 per cent discount and a 2 per cent 
discount 10 days for cash. That is 
what I receive from all of my jewelry 
houses (or at least most of them). 

“However in my belief there is one 
way of stopping this unfair practice. 
The only right way it seems to me is 
to strike at the base of the trouble and 
that is the manufacturer. He should 
be able to control where his products 
go. 

“Here in this small town I will 
not handle anything that is sold that 
way. I can name wholesalers who are 
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sending their catalogs into this city by 
the car load, it seems like. Drug stores 
and hardware stores have them. I can 
name one after another family that 
has them in their homes. 

“There are a few simple rules thar 
all jewelers could follow: 

“1. Refuse to buy from houses 
which send catalogs to anyone outside 
the trade whether they are in business 
or not. 

“2. Write to the manvfacturers 
and state to them just how you feel 
about this matter. 

“3. Bring pressure to bear through 
your local trade association in each 
state.” 


© © 
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Mauch more jewelry 


could be sold if the jewelers would 
dramatize their products a little more 
and if they would put more of the 
human equations in their window 
cards,” says Jerome Margulis, of 
Stone-Nargulis, Portland, Ore. 

“Why not try selling wedding rings 
to people who have been married for 
some time and not confine all wed- 
ding ring sales to the young folk? 
Plenty of married folk in all com- 
munities started in their lives in 
rather modest circumstances who have 
now considerably bettered their finan- 
cial standings. 


“A window card we recently dis- 
played caused a lot of favorable com- 
ment because it put a brand new sug- 
gestion to many men and gave them 
a practical idea why they should con- 
sider buying their wives good diamond 
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rings. This sign is self-explanatory 
for it read, ‘A hint to the bridegrooms 
of former years. Your wife has al- 
ways wanted a diamond wedding ring 
so permit us to suggest that you bring 
her to our store to see the maynifi-ent 
display of diamond wedding rings 
now being shown. She will be thrilled 
at their beauty and you will be de- 
lighted at the amazingly low price 
asked for such outstanding values in 
platinum, white gold and yellow gold. 
Remember her wedding anniversary. 
Rings styled by Stone-Margulis, 
Portland’.” 
© © 


C, Guy Ferguson, manager 
of the merchant-owned Credit Bu- 
reau, Inc.,.of Pittsburgh, Pa., who 
knows hundreds of merchants _per- 
sonally and intimately penned some 
words of wisdom the other day, under 
the caption “Meet Mr. Snob” which 
any merchant can read with equanim- 
ity. Says Mr. Ferguson: 

“Every now and then you see some 
fellow who begins to realize he is mov- 
ing up from one class in society to an- 
other, which he imagines contains a 
higher grade of human beings. In this 
transition, he finds it difficult to defi- 
nitely place himself without overlook- 
ing some of the old friends who 
formed the basic strata of society in 
which he formerly moved. 

“In this process of transition he is 
apt to become snobbish as well as fop- 
pish. It is this knowledge of the fact 
that he is out of his real sphere that 
causes him to wince a little when he 
is confronted by those who composed 
the social beings in his old world. 

“Such men become what we gen- 
erally term ‘snobs.’ They acknowledge 
your greeting in a sort of patronizing, 
condescending way — being slightly 
bulged with pride of achievement. 

‘These fellows who have not only 
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kept up with the Joneses, but have 
actually left them behind, develop 
into social climbers. In addition to 
having their clothes tailor-made, they 
acquire new club memberships, dis- 
card the old Ford, and before you 
know it are riding around in a high 
priced car behind a uniformed chauf- 
feur. 

“This is what is known as social 
transition. We see it all around in 
business and social life every day. But 
the real tried and true do not leave 
old friends for the fantastic new. 

“One of his final acts, before Mr. 
Coolidge left the White House, was 
to entertain the old shoemaker who 
pegged half-soles on his brogans when 
a youth. 

“All of which reminds us that the 
bigger a man is, the easier he is to 
approach, always.” 
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Litlie Friedman gives promise 
of going far as a politician if her 
judgment at the age of 16 can be re- 
garded as a criterion. 

Little Miss Friedman, regarded as 
the youngest accredited delegate 
of the convention of the Demo- 
cratic party, in an interview with 
H. V. Kaltenborn, well-known 
commentator, when asked if she had 








decided how she would vote as an 
alternate delegate if given the op- 
portunity, replied, “Not me; I would 
do as I am told.” Her answer indi- 
cates real political sagacity. 

Miss Friedman as alternate dele- 
gate was paired with her father, Max 
Friedman, Knoxville jeweler, a vet- 
eran politican, who is a member of 
his county election commission. 
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C endin diamond merchants 
are already experiencing indications 
that next we will witness a “diamond 
rush” due to the demand from in- 
tending visitors to London on the 
occasion of King Edward’s coronation. 

“Reports from London reveal that 
diamond workshops already are work- 
ing day and night to prepare for a 
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demand which is expected to net the 
diamond trade millions of pounds,” 
said a Montreal jeweler. “Indian 
rajahs and other Oriental potentates, 
city magnates, British and American 
millionaires and Mayfair hostesses 
have placed startlingly large orders 
for tiaras, necklaces, pendants, rings 
and other ornaments. Diamonds are 
not alone in demand, rubies, emeralds, 
topazes and also the beautiful pearls 
being much desired. The jewelry 
business is booming as it has not done 
since before the war.” 

Quite apart from the coronation 
rush, Canadian jewelers are noting 
purchases by people who regard jewels 
as the best long-term investment. 

This is testified by Charles Q. Ellis, 
president of Birks-Ellis-Ryrie, Ltd., 
Toronto, who commented: ‘“Some- 
times a man will apportion his estate, 
so much to real estate, so much to 
bonds and stocks and so much in fine 
diamonds. 

“A good big diamond is a better in- 
vestment than a number of smaller 
ones, because although small diamonds 
are fairly numerous, the earth has 
never been lavish in giving up large, 
perfect stones. Such a stone is worth 
far more than the same weight in 
smaller stones.” 

One Toronto jeweler said a large 
emerald recently sold to a wealthy 
Torontonian as an investment, and 
the same man, is now in the market 
for a vary large diamond to put in a 
safety deposit box against a rainy day. 

“Not only are diamonds an ex- 








cellent investment for a ‘long pull’ 
but right now they are good for a 
profit. Prices are on the way up,” 
said H. B. Kent, president of Kent’s, 
Ltd., Toronto. 
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A memorial ring 
to immortalize that beloved American 
citizen, humorist and diplomat, Will 
Rogers, is suggested by L. B. Vernon, 
president of the Vernon-Benshoff Co., 
precious metal refiners of Pittsburgh, 
Pa., the rings to be limited, possibly, 
to certain designated contributors to 
the Will Rogers memorial fund. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1936 


Incidentally, Mr. Vernon knows a 
whole lot about the origin and de- 
velopment of the memorial ring, in 
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Continental Europe, and he _ has 
promised to make his information 
available for the readers of THE 
JeweELers’ CirCULAR-KEYSTONE in 
an early issue. 

The suggestion, which Mr. Vernon 
makes, is a “natural” because it calls 
attention to a lack of new uses for 
jewelry in the industry. Why 
shouldn’t the jewelry industry, for 
example, set up a research or promo- 
tional bureau for-new uses of jewelry 
much after the fashion that the steel 
and glass industries are doing? 

It is reported that George Wash- 
ington, father of our country, in his 
last will and testament, decreed that 











LOOKING FORWARD 


The advertising world is embarking 
on its newest adventure—the dram- 
atization of products in the spirit of 
showmanship. 

A half century of production effi- 
ciency comes to a point where manu- 
facturing, as such, has almost reached 
its efficient maturity. 

In practically every line of produc- 
tion there is so much scientific and 
mechanical skill that the problem of 
making goods for human use and 
service has become measurable—so 
many man hours, so much capital, and 
so much raw stock can produce a 
given product at a given time. 

If production were the only prob- 
lem in the world, we would now be 
in Utopia. The world would be a per- 
fect place to live in, for modern man 
has conquered the materials and ma- 
chinery of the world; but there is 
more to this modern civilization of 
ours than production. 

As a civilization, we are on the 
very threshold of a distribution age, 
and in solving the problems and 
opportunities of distribution we will 
undoubtedly open up an entirely new 
economic philosophy. 


President. 
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a number of memorial rings be 
struck for a few favored friends. 

But why wait until one crosses the 
great divide to remember friends? 
Here’s a tip for jewelers on the Pa- 
cific Coast, particularly Hollywood. 
Why not sell that scintillating screen 
star, Jeanette MacDonald, and pos- 
sibly Dick Powell, or Clark Gable, 
on the advisability of introducing the 
fad? Who wouldn’t prize a memorial 
ring from any one of them? 

Come on, Hollywood . . . let’s go! 


© © 
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W. jewelers in the 


small towns have a real duty to per- 
form,” declared Frank S. Fisher, long 
established jeweler of Riverside, Calif. 
“We must talk, show and publicize 
good merchandise, and above all we 
can not afford to sit down and do 
nothing. I am sure that those retail 








jewelers who succumbed to lower 
priced goods in the past have regretted 
doing this. In our case we have sold 
more good stuff this year, than in the 
past five years. The trade does not 
even seem to be interested in cheap 
watches, a condition which is most 
gratifying. Cultured pearls up to 
$100, with a nice clasp, which brings 
the sale up even more, have shown 
quite a little action. 

“Perhaps one reason why the out- 
look is tinged with optimism is that 
the profit motif is not outstanding in 
our business. A business founded on 
service will live longer and show more 
real profit than one operated on profit 
alone.” 

© © 
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, om is every 


indication that the coming season will 
be the best one in years for watches,” 
says Norman M. Morris, head of 
Norman M. Morris, Inc., 542 Fifth 
Ave., New York, who has recently 
returned from the watch markets 
abroad. 

The fact that there were consider- 
ably more buyers in Switzerland this 
year than in previous years holds 
much significance for Mr. Morris, 
indicating, he believes, a much im- 
proved market. 











hin Old Veteran 


shrugged his shoulders as he put the letter back on the 
desk. “Well, what do you want me to do about it?” he 
asked Porter Barrett, president of the X Wholesale 
Jewelry Co. 

“Answer it,” Barrett replied solemnly. 
man, Williams, won’t be back for another week. Now, 
Old Vet, I don’t need to tell you that you once had the 
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“Our credit ° 








YOU CAN'T FOOL 


The wholesaler often knows more 
about the retailer's business than the 
retailer himself knows. 


reputation of being a shrewd and discerning credit man 
yourself. So I’m appointing you our credit manager for 
the next hour or so.” 

The Old Veteran winced. 
sourly. 

“Don’t forget,” Barrett went on, “you were younger 
then. Maybe your brain has slowed up e 

“Give me that letter!” demanded the Old Veteran. 
He read it over again. 


“At no salary,” he said 





BERGVILLE JEWELRY COMPANY 
Bergville, Ill. 


September 4, 1936. 
Credit Manager, 
X Wholesale Jewelry Company, 
Chicago, III. 


Dear Sir: 


Enclosed you will find my order for $800 worth 
of various items listed in your catalog. Since this is 
my first order to your concern, I am very pleased to 
send you my financial statement. 

In fact, I am rather proud of this statement, for 
it shows my assets to be four times the amount of 
my liabilities, a fine showing, don’t you think? I 
sell at very close margins, which accounts for my 
good volume, $36,000 in a town of only 3000 people. 

My expenses are about average, being about 37 
per cent of my sales, and last year I made over 
$2,000 profit, on which I lived very comfortably. 











STATEMENT OF BERGVILLE JEWELRY COMPANY, BERGVILLE, ILL. 
SEPTEMBER 17, 1936 








EE a ee ae Ee $27,620 
toa. eu steshweeneee bas emed 8,394 
Se Te eye $36,014 
ASSETS 
Merchandise Inventory ..... $25,000 
i bebe we kd kane 08 251 
Accounts Receivable ........ 5,146 
ee ree 2,300 
ee $33,697 





ne $15,360 42.6% 

NE coun an eebba wen kawee sas 13,334 37.0% 

al eitbinet aves ie iaivauet lees $2,026 5.6% 
LIABILITIES 


Accounts Payable 





A Who. Jewelry Co. ..... $2,800 
i ” Fe wnn 4,325 
eS * ~ mares 1,440 
Other Liabilities ........... None 
Total Liabilities ......... $8,565 





If you were a wholesaler how would you analyze this retailer’s statement? After making your conclusions see if they agree with 
those reached by the Old Veteran. 
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THE CREDIT MAN 


You see, too, that I made a satisfactory gross margin. 
I will soon clean up all the bills I owe these other 
wholesalers; then, if you treat me right, I wiil give 
you almost all my business. 
Please ship this order right away, as I need the 
goods badly. I will pay you promptly according to 
your regular terms. 


Yours respectfully, 


BERGVILLE JEWELRY COMPANY. 


During the next thirty minutes the Old Veteran filled 
half a dozen sheets of scratch paper with those scrawling 
figures which Porter Barrett knew always got the right 
answer. 

He turned to the stenographer and said, “Take a letter, 
Miss Gilmore.” Then, softly, “And don’t let the boss 
change a word.” 


X WHOLESALE JEWELRY COMPANY 
Chicago, II]linois 


September 18, 1936. 
Bergville Jewelry Company, 
Bergville, Illinois 
Gentlemen: 


Thank you for your order of the 17th and also 
for your financial statement. I hardly know when I 
have received a statement which so clearly outlines 
the real financial condition of the sender. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1936 


89 


By MURRAY C. FRENCH 


However, so we may understand each other, I 
may as well tell you that, as I see it, your stock is 
not worth $25,000, your gross margin was not 42.6 
per cent, your expenses were much higher than 
$13,334, you did not make $2,026 profit, your finan- 
cial ratio is nowhere near four to one, you cannot 
possibly pay off quickly the bills you now owe nor 
could you pay us promptly. 

Those are harsh words, gentlemen, so naturally 
you expect me to prove them or take them back. 
First, let’s see how long it will take you to pay 
those accounts you already owe. Your sales are 
about $3,000 a month and, according to your state- 
ment, your expenses average about $1,100. This 
leaves $1,900 available every month to pay for mer- 
chandise—and you owe $8,565. 

Figure it out for yourself. It will take four and 
one-half months to pay your old accounts before you 
would have a penny available to pay us or anyone 
else for new merchandise. Just simple arithmetic. 


‘But worse yet! Your expenses were far more 
than the $13,334 you report. You say you “lived 
very comfortably” on that $2,000 profit. In other 
words, you ate up this “profit” week by week. There- 
fore this $2,000 was your salary and, as such, should 
be charged up in the expense list just like any other 
expense. Profit is something over and above your 
salary. 

It doesn’t make sense to say that you “sell close” 
and still report a fairly satisfactory gross margin of 
42.6 per cent. My conclusion is that your margin 
is far less than that figure. 

How do I know? You realize, of course, that the 
correctness of the gross margin figure depends on 
the accuracy of the merchandise inventory. You 
have a certain amount of stock on your shelves. If 
you invoice it “high” you will show a high gross 
margin. If you take it “low” the gross margin is 
reduced by the same amount. 

I know for a fact that your $25,000 inventory 
was taken much too high—if indeed you took an 
inventory at all. Besides, you guessed at the total, 
for no inventory ever comes out in exactly even 
money like your $25,000 figure. 

And nobody takes inventory on September 4, a 
Friday. Even if you really did such a peculiar thing, 
you could hardly have totaled it up and written 
your order and your letter that same day, mailing 
it all under a 1:30 p. m. postmark. 

No, you guessed your stock was worth $25,000. 
Now let me guess, for I happen to be an expert in 
that line. 

The value of anybody’s stock depends on how 
much money that stock will bring in, doesn’t it? 
Your stock brought in $36,000 last year, and I con- 
tend that any jewelry stock should turn at least once 


a year. That is the very minimum. 
(Please turn to page 61) 











are white; background and leaves in Fall shades. 


“Spencerian” angels, dove and border, in pink and blue 

on a gray ground, make a background panel and a book- 

let cover design as well. Crayon colors on gray Upson 

board will be attractive, whiting out the edge around 
the border. 





Show costume jewelry in harmonizing and accenting 
colors with the draped fabric of Fall tones—black, Araby 
green, plum, mulberry red, rich brown. Urn and stand 








For the new entertainment season show cocktail shakers 

and sets, hostess trays and other aids in a dramatic setting 

like this: Forward panel with shelves, white; larger 

panel and base blue, and circular panel white with blue 
sketch and border. 


with Fashion and 


Dramatic emphasis on use and 

purpose adds selling punch to 

displays and makes them more 
than “just pretty.” 


Wen you put your merchandise 
into the window, let it be accompanied by a selling idea. 
Associate it with the use and purpose for which it is in- 
tended, and you will make a stronger impression on the 
person who views your window than you will by simply 
striving to play up beauty. 

One of the best examples of this is to be found in the 
costume jewelry which is so important to this season’s 
smart fashion. Pearls and gold and silver jewelry as well 
as even more colorful pieces help to complete almost every 
costume, from morning, throughout the entire day and 
evening. 

In themselves these necklaces, bracelets, pins and rings 
are beautiful, but they are twice as interesting to the 
woman when she sees them with the fabrics of the new 
costumes and in the smart color accents that add the final 
note of chic—she immediately thinks of these various 


As a Christmas opener in early November: A cutout Santa 
in red and white, panel lettering green, deer brown 
and sleigh brown and white. Show gifts that should be 
monogrammed, with a small card, “Gifts to be mono- 
grammed should be selected early.” 
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Set your stage for jewels with a crayon study of the 

“type of today.” Place long white gloves, evening bag and 

flowers on the low, velvet-covered plateau, and sur- 
round with draped plateaus featuring jewelry. 


ROMOTIO 


Social Functions 


By R. E. ANDRUSS 


pieces of jewelry in connection with her own costumes. 

Whether you use the various ideas sketched herewith as 
they are given, or find it necessary to change the shape and 
size to meet your window requirements, notice that each 
one of them ties up with a practical merchandising theme. 
lf the idea is good, it can be produced in the simplest 
fashion and be effective. You will notice that there is an 
idea in each one of these sketches. 

For some of them you will prot bly require the services 
of a competent sign shop or card writer. The various cut- 
outs suggested can be handled very easily by any shop 
equipped with a cut-awl, which is a machine that rests on 
top of the material that is being cut and is driven by elec- 
tricity as the user follows the guide lines which has been 
sketched on the material he is cutting, whether it is metal, 
wood or any other composition. 

The use of these settings need not be confined to the 


(Please turn to page 58) 


Silver stars and paper streamers against an evening blue 

background. Suspended balloons, in which Christmas 

tree lights have been inserted before blowing up, at the 

back. Oval panel and plateau tops white, plateau sides 
and floor blue. 
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In place of one complete table setting, use six place 
settings, featuring silver, crystal and service plates. The 
background panel shows the familiar Colonial hunter 
and turkey. Linen paper can be substituted for cloth. 





For Armistice Day, Nov. 11, which begins Red Cross 
Week: Cut-out eagle and shield are mounted on a half 
pillar of white, at the base of which are rifle, helmet and 
pack. Bayonets of marching soldiers appear in black 
above the blue panel. 
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A Great Convention 


HE tenth anniversary convention 

the National Association of Credit 
Jewelers, held at the Hotel Sherman, 
Chicago, September 20 to 23 inclu- 
sive, was one of which officers and 
members can well be proud. In the 
naumber in attendance and in the 
number and extent of the exhibits it 
exceeded previous gatherings and set 
a high mark in the activities of the 
association. 

The program of addresses, while 
not extensive, was excellent and the 
jewelers were given many _practical 
suggestions and some good advice. 

President William Gibson was 
particularly emphatic in calling for 
higher standards of business. He urged 
that all credit jewelers live up to the 
golden rule and spoke particularly 
about the type of advertising used by 
some credit jewelers. He urged that 
this situation be cleared up and that 
the credit jewelry business be placed 
on a higher level. 

The entertainment features of the 
convention, which were brought to a 
close with the banquet on Wednesday 
night,- September 23, were excellent 
in every detail and were much enjoyed 
by all who attended. All in all it was 
the best gathering ever held by the 
association. 


® © 


Watch Inspection Week 


HE United Horological Associa- 

tion of America sponsored Na- 
tional Watch Inspection Week last 
October and has now announced the 
week of Oct. 11 to 17 as the dates 
for the event this year. 

It is to be hoped that the plan will 
receive united support on the part of 
manufacturers, wholesalers and re- 
tailers and that an even better re- 
sponse will be accorded the move- 
ment than was enjoyed last year. As 
was the case at that time, window dis- 
plays and cooperative advertising will 
be used by retail jewelers to call pub- 
lic attention to the work. Whole- 
salers and manufacturers should also 
increase their efforts in this direction. 


The continued success of the plan 
will depend upon the public interest 
developed. The results obtained in 
1935 should serve to spur the asso- 
ciation to renewed efforts. 


© © 


Fair Trade Practices 


VER since the decision of the 

United States Supreme Court, 
which declared the National Re- 
covery Act unconstitutional, need has 
been felt in the retail jewelry in- 
dustry of including provisions of the 
Code of Fair Competition which had 
been found beneficial with the Fair 
Trade Practice rules of our industry 
previously approved by the Federal 
Trade Commission and the jewelry 
trade. 

In the wholesale branch of the 
trade a step in this direction was taken 
by the National Wholesale Jewelers’ 
Association at the trade practice con- 
ference during the convention of that 
organization held in Cincinnati last 
June. A committee which had been 
appointed to make a careful study of 
the matter submitted a preliminary 
report at that time. No action has 
thus far been taken by the retail 
jewelry trade. 

It is our opinion that there are 
many abuses in the retail field not 
covered by the rules which were 
adopted in 1929 at the Trade Practice 
Conference held in Chicago and later 
revised and that it is high time that 
definite action be taken by arranging 
for another conference with the Fed- 
eral Trade Commission. There are 
many additional paragraphs including 
so-called “auction sales,” “watch re- 
pair advertising” and other subjects 
of equal importance which should be 
given attention. 

There is a general opinion in our 
industry that much benefit was de- 
rived from the NRA Code for the re- 
tail trade and it is our belief that it 
is possible to incorporate many of 
these desirable features by a voluntary 
acceptance of trade practice rules 
which would meet with Federal 
Trade Commission approval. 
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No branch of the jewelry trade is 
free from unfair trade practices at 
the present time, and any work that 
has as its objective the correction of 
such unfair conditions merits united 
support. In the manufacturing 
branch of our industry there is also 
opportunity to correct trade evils that 
are not covered by the present Fair 
Trade Practice rules. 


© © 


Competitive Claims 


S sales volume increases the old 
problem of competitive claims 
among some advertisers in the jewelry 
trade crops up again to harass the 
publisher. 

During the past few years this con- 
dition has not existed to any extent 
because there has been so little ad- 
vertising but with the return of im- 
proved business the same old scare- 
crow again puts in an appearance. 

If allowed to continue unchecked 
this situation will cause the waste of 
many advertising dollars that could 
better be more advantageously applied. 

In discussing this situation a recent 
issue of Printers’ Ink said in part: 

“The solution it seems to Printers’ Ink 


“lies in the National Better Business Bureau 


.... Therefore why not give the National 
Better Business Bureau enough money to 
do this thing? Leading publishers of news- 
papers and magazines could contribute 
. ... So could the broadcasters. Similar 
or smaller amounts could be supplied by 
advertisers and agencies. . . 

“The idea would be for advertiser A to 
enter formal complaint with the Better 
Business Bureau as to Advertiser B’s 
copy. The Bureau could then consider 
facts much as it does now on questions 
involving financial or local retail copy by 
perhaps operating on a plan similar to 
that of the American Arbitration 
Association. 

“The findings and reports that the Bu- 
reau would render could afford plenty of 
justification for the publisher in making 
his decision one way or the other as to 
the admissibility of the advertising: 
Furthermore, leading publishers would 
undoubtedly stand much more closely to- 
gether. 

“Copies of the findings in each case 
could be sent to all competing manufac- 
turers in that field and to publishers... .” 
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Now is the Time to Buy 





RETAIL jewelers in nearly all sections of the country, are feeling the effect of returning prosperity 
through increased sales. In order to be in a position to meet public demand it is necessary that 
they plan their buying for the fall and holiday trade now and place their orders early. 

Reports from manufacturers indicate that they are preparing for a better holiday business than 
has been enjoyed since 1930 and the alert retail jeweler who places his orders early and selects his 
stock with proper care will be in a position to reap a well merited reward for his effort. A num- 
ber of manufacturers report that they are now behind in filling orders for late Fall and Holiday trade. 

A policy of hand-to-mouth buying may be all right when conditions demand it but to so curtail 
buying that customers are forced to go elsewhere for their needs is a short-sighted policy sure to 
lose customers and cut down profits. 

There is no need for this attitude at the present time. On the other hand every indication 
points to a continued upward swing in buying. Will you, Mr. Retail Jeweler, be ready to meet the 
demands from your trading area? Will you be ready with a bright, snappy stock of merchandise 
or will you sit back and wait until it is too late to fill your orders and then lament the fact that you 
were not prepared when the demand came? 

The time to buy is now. 
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Birthdays come, and birthdays 
go, but unlike a lady an aging business establishment may 
point to its anniversaries with no blush of shame, and will, 
if enterprising, shout the news from the housetops to make 
capital of the fact. 

Fifty years in business rightly is considered a momen- 
tous achievement by Beckners’, Jewelers, of Johnson City, 
Tenn., so much so that a day or two will not be sufficient 
to mark the occasion. And, proudly and cannily, Beck- 
ners’ is taking a year for its party—a year of “extra” mer- 
chandising. 

As usual the celebrant comes in for rounds of congratu- 
lations when he announces the anniversary of his natal 
day. Just so, when this store, located in a city of 25,000 
people, announced an ‘“‘open house’’ for the celebration of 
the event a thousand persons registered at the store the 
first night, and 1500 the next. 

Although the success of this year for Beckners’ is due 
largely to an elaborate program of advertising, the at- 
tendance at the “open house” was achieved with little 
effort. Postal regulations made it impossible to advertise 
through the newspapers of the attendance prizes which 
were to be offered. 

Two promotional schemes have already drawn wide- 
spread attention to the Golden Anniversary of this enter- 
prising concern, which uses as the keynote of the advertis- 
ing campaign “Keep Your Eyes on Beckners’.”” Both are 
adaptable to any store which desires to take advantage of 
the opportunity of any anniversary, not necessarily a 
golden or silver one. 

From the first of these offering merchandise prizes to 
the residents owning “the oldest purchase from Beck- 
ners’”’ the response was so great that a halt had to be 
called. So many items were entered for the honor of 
having the oldest purchase that there was not sufficient 
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room for display of all, and the firm then limited entries 
to those purchased at the store before 1888. 

When the contest closed there was a collection of heir- 
looms that would have excited even the most seasoned 
antique dealer of any large city. 

This scheme went a long way towards rekindling an 
interest in jewelry for Johnson City residents. It at once 
made people aware of the fact that their parents and 
grandparents had recognized the quality of merchandise 
offered by the same institution, and, too, that jewelry is 
lasting—a thing of beauty and a joy. 

A prize of five dollars was also offered for the oldest 
newspaper containing an advertisement of the Beckner 
house, and it seems worthy of comment that some citizens 
went so far as to bring in complete files of newspapers 
that appeared prior to 1900. 

Johnson City is sure to become Beckner-conscious be- 
fore the end of 1936. First to last, the type to be used 
in the entire advertising campaign is the very unusual 
German type, Gillies Gothic, selected especially for this 
year’s campaign. This, together with the fact that the 
copy has been given thoughtful consideration, following a 
central general theme, makes each insertion part and 
parcel of combined advertising effort. 

The start of the anniversary celebration was purposely 
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peared a varied series of institutional and merchandising 
ones. During the oldest purchase contest a series of 114- 
inch, two column “teaser” advertisements were appearing 
regularly in the two Joinson City dailies and one weekly. 
These advertisements contained such catch-lines as: “Keep 
Your Eyes on Beckners’ Windows. Your Jewelers for 
50 Years;” “See Beckners’ Windows” and “You are 
really missing something if you-don’t go down and look 
at Beckners’ windows.” 

A similar series of advertisements of the same size 
appeared to build up reader interest in the open house 
celebration, which was finally announced through the 
medium of a half-page institutional advertisement. 

Late in May this company took part in the city’s “50 
Years of Progress Exposition,” a city-wide celebration 
depicting the progress of Johnson City during the past 
“YOUR JEWELERS FOR FIFTY YEARS” 50 years. On this occasion Beckners’ ran a 15 inches by 
five columns advertisement, based on the slogan “We are 
marching on with Johnson City,” in a special edition of 


delayed until April in order that the unusual volume of the Johnson City Press-Chronicle and a full page adver- 
space placed in the local newspapers would serve as an tisement in the city’s weekly publication, The Beacon. 
additional incentive to create “forced” Spring and Easter This advertisement concluded with the statement 
traffic through the store. This first insertion began with “Beckners’ has grown in size, reputation and usefulness 
the headline, “Your Jewelers for 50 Years,’ and an- along with Johnson City. Now, as from the beginning, 
nounced that, “Through 1936 our advertisements will a reputable jewelry business pledged to sell dependable 
continue to offer merchandise truthfully advertised, our merchandise at reasonable prices . . . truthfully advertised.” 
policy since 1886—we cordially invite you to take a Both the headline and the concluding line employed the 
personal part in our 50th anniversary celebration and to line “Marching on with Johnson City.” 
visit our store frequently, where you will find many Beckners’ will continue to be a consistent advertiser 
unusual items of merchandise that add to the icy of throughout 1936, as everything done has been simply 
living.” leading up to a special Fall campaign which will open 
The signature cut used on this Beckner anniversary ad- the day after Thanksgiving with a special Beckners’ 
vertisement, and it is the signature that is being used con- section in the Johnson City Press-Chronicle. This special 
stantly in all advertisements of this firm, featured the edition will be the company’s invitation to Johnson City 
statements, “50 Years in Johnson City,” and “From and the surrounding trade area to make Beckners’ Christ- 
Father to Son Through Three Generations.” (Please turn to page 67) 
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The recent decision 


of the United States Supreme Court in the Guffey coal 
case invalidating the “Little NRA” of the coal industry 
marks the end of goyernmental interference with trade 
practice regulations under the code system. Now the way 
is open to sound competitive “free-for-all” in most Amer- 
ican industries. Business men will agree that this freedom 
of competition is ‘‘1e one factor which guarantees progress 
and outstanding service to the customer. But freedom of 
competition ought to mean fair competition. The jewelry 
trade is not free from unfair trade practices. At present 
some new legislative programs are discussed with respect 
to the outlawing of unfair practices indirectly helped by 
the wiping out of the NRA. Various fair trade practice 
bills are pending in Washington and in State legislatures. 
But the shortcomings of these plans are evident. They 
are set up mostly by and for special groups. Competitive 
standards are different in the various trade branches. 
Regulation designed to promote one trade more than 
likely will be detrimental to another. The jewelry indus- 
try as a whole will hardly profit by such legislation. The 





trade should be able to rid itself of unsound business meth- 
ods on its own initiative. . 

This solution of the trade practice problem would not 
be without precedent. On June 5, 1929, the first such 
rules for the jewelry industry were adopted at the Trade 
Practice Conference under the auspices of the Federal 
Trade Commission. The rules then adopted were prom- 
ulgated in December of the same year. Two years later 
new trade practice rules were submitted to the Commis- 
sion and were approved in a revised form. The codes 
of fair competition adopted in 1933 on account of the 
NRA gave the trade a more comprehensive regulation of 
its trade practice problems. There is a general belief that 
not all of the rules inserted in the NRA codes were 
necessary to ban unethical business methods. But there 
is a broad feeling that some of them were of real advan- 
tage and that their revival would be highly welcome to 
a majority of the jewelry trade. 

As to the Precious Jewelry Producing Industry there 
are especially two evils which the industry has tried to 
eliminate during the NRA period and which now shew up 
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No trade regulation should be attempted without 
previous discussion of the problem in trade papers 
and in meetings. Business conferences and frank 
exchange of opinion have often created the atmos- 
phere in which reasonable trade practice regulation 
can flourish. A comprehensive discussion in the 
trade papers clarifying the different viewpoints is 
of special value in preparing these agreements. The 
experience with the NRA code proved that most 
business men are willing to abide by reasonable 
regulations of trade practices. 


PRACTICE 
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JEWELRY INDUSTRY 


By 


Dr. Reinhold Wolff 


again. One is that of the consignment of merchandise to 
jewelers and others. The practice of consignment is un- 
desirable because it burdens the industry with a risk of 
storing which should be carried by the retailers. It is 
especially detrimental if the merchandise is used in a price 
reduction sale. On the other hand consignment sales of 
single articles which are particularly precious correspond 
to the needs of the smaller dealer who is not able to store 
such expensive pieces. 

The other problem well solved by the NRA was that 
of long-term credits. There is no doubt that the abusive 
application of long-term credits is a nuisance felt by the 
whole industry. In this field, too, a voluntary agreement 
limiting the terms would be desirable if the regulation is 
smooth enough to allow adaptation to the needs and con- 
ditions of the individual enterprise. The NRA code of 
fair competition for the industry provided a maximum 
term of six months net average. For mountings and articles 
of jewelry not containing precious stones even shorter 
terms were granted. Interest at the rate of 6 per cent 
p.a. had to be charged from due date. There is no doubt 
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that restrictive provisions of this kind could not be validly 
agreed upon in a voluntary trade contract. Such an 
agreement would be non-permissible restraint of trade 
under the present law. On the other hand it would be 
desirable to draw certain lines between terms which, 
though perhaps unusual, could be tolerated and others 
which are evidently abusive. But, even if agreed upon, 
such limitations would have little if any chance to be 
approved by the Federal Trade Commission or enforced 
by the courts. 

The same is true in regard to some unethical trade 
practices which are burdening the retail trade. The code 
of fair competition for the retail jewelry trade defines a 
number of unfair trade practices; a good deal of them 
were suppressed during the NRA period. But now they 
are back again. In this field, too, there must be a dividing 
line between practices which are unfair, and code provi- 
sions which tend to stabilize prices. The Supreme Court 
in its decision of the Sugar case last Spring was explicit 
in saying that there is no possibility of validly fixing prices 

(Please turn to page 65) : 
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apne is the opal month and opals are supposed to be bad luck by many 
superstitious people. It is a well known fact that superstition is to a great 
measure the result of ignorance and we know it is only the smart people who wear 
jewelry. The smarter they are, the better jewelry they buy and the better judges 
they are as to style and design. 


Business generally is picking up and wise merchants are rechecking their operat- 
ing costs and readjusting the budgets they laid out for themselves in 1931, *32, ’33 
and '34. 


Those who retrenched in buying are now alive to the fact that the sooner they 
can scrap their dead numbers and replace them with bright, new and up-to-date mer- 
chandise, the sooner they will be on the profit side of the ledger. 


Those delayed repairs and decorations may well be dwelled upon now and imme- 
diate action taken before the rush of the holidays. Modern windows and window 
trims are most essential. 


One thing always to remember is that the standard of quality never varies. From 
well-founded information I learn that more jewelry will be bought for and given to 
the brides of October than has been the custom in the past four or five years. 


Pearls are beginning to pick up and better watches are being asked for. The day 
of the cheap watch in the reputable store is gone, past, out for, I hope, all time to 
come. Watches, together with diamond and platinum merchandise, probably show 
you the best profits, not, of course, excluding high-grade gold jewelry. 


A merchant who sells a poor watch, poor silverware or any other item goes a 
long way toward destroying the possibilities of his selling a good diamond. Hundreds 
of jewelers have found that out to their sorrow. I have in mind while dictating this 
article a jeweler who lost practically all of his diamond business because he thought 
he was profiting on the sale of some very cheap and inferior watches at the long price. 


Yes, the jewelry business is coming back and in looking over scores of statistics 
on all other lines of business I am amazed to learn that the jewelry industry has not 
suffered more than some of the stable lines. 


Moving picture houses are packed again. Scores of theatres in and about this 
city have reopened after being closed for years; in fact, all down the line we find that 
in spite of the tragic years just past there were less failures in the country among the 
jewelers than there were in banks or even in grocery stores. 


The jewelry business has a great future ahead of it. There will be many changes 
in the next five years in personnel. There will be better stores and more aggressive 
merchants. The jewelers for the first time in over 2000 years will become, I believe, 
advertising conscious and those who feel that their business will not afford advertising 
will realize that there is something radically wrong with their business. 


A business that will not stand shouting about, talking about and singing about 
should call in an economist or efficiency engineer or authority. There is something 
radically wrong. 

Good luck, jewelers, in October. Be prepared for November and December. 


Advise your wholesalers now to have your contemplated needs in order that they 
may pass the word on to the manufacturers. This will help a lot. : 


A Ay Kolb yl 


Vice-President. 


B. od. D. 
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For birthdays and anniversaries 
these PRACTICAL gifts of .... 
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A man wants two things in belt buckles, tie and collar 
clasps—good looks and real quality. Wadsworth acces- 
sories were created to satisfy these two demands .. . 
they’re practical gifts for men. Suggest them for birth- 
days and anniversaries. 


Notice the smartly engraved belt buckles . . . the grace- 
ful tie clasps . . . the beautiful non-slip collar clasps... . 
real selling features! Remind yeur customers, too, that 
Wadsworth gifts for men come only in precious metals— 


hardened Sterling Silver and Natural Yellow Gold. 


The Wadsworth Watch Case Company, Incorporated, 
Dayton, Kentucky. Offices: New York, 20 W. 47th Street; 
San Francisco, 140 Geary Street; Chicago, 35 East Wacker 


Drive. 


@ BUCKLES: Smart Sterling 
Silver belt buckles. Price to 
the consumer, $5.00; in 
Natural Yellow Gold Filled, 
$6.75. 


@ TIE CLASPS: The newly 
designed Wadsworth tie clasps 
are long and graceful. Price 
to the consumer, $1.50. 


@ COLLAR CLASPS: Wads- 
worth collur clasps incorpo- 
rate a patented non-slip fea- 
ture. Price to the consumer, 


$1.00. 


@ SETS: Matched buckles 
and tie clasps may be ob- 
tained in fine satin-lined gift 
boxes. Price to the consumer, 
$6.50 a set; in Natural Yellow 
Gold Filled, $9.00 a set. 


WADSWORTH 
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Banquet of National Association of Credit Jewelers at the Hotel Sherman, Chicago, on Wednesday evening, Sept. 23, which brought the 10th anni- 


versary convention to a close. Insert—William Gibson, reelected president. 


N. A. C. J. Holds Greatest Convention 





Tenth Anniversary Convention Establishes Record in Exhibits and Attendance—lInteresting Addresses 
and Discussions—Banquet on Wednesday Night—Officers Elected 


Cuicaco—The tenth anniversary convention of the 
National Association of Credit Jewelers was concluded 
on the evening of Sept. 23 with the annual banquet which 
in many ways surpassed any previous one held by the 
association. The seating capacity of the banquet hall was 
limited to 600 and every seat was taken. Both in the 
number in attendance and the number and scope of the 
exhibits this year’s convention was far ahead of previous 
years and the spirit of optimism which dominated the 
entire convention reflected a return to improved condi- 
tions in the jewelry trade. This was shown in the greatly 
increased buying which was done by the visiting jewelers. 

At the final business session on Wednesday afternoon 
Williaia Gibson was reelected president with the follow- 
ing officers and directors: First vice-president, J. L. 
Freund, St. Louis, Mo.; second vice-president, E. C. 
Maxwell, Hartford, Conn.; third vice-president, Sylvain 
L. Basch, Toledo, Ohio; secretary, Saul N. Hershberg, 
Rochester, N. Y.; treasurer, Lewis Litt, Chicago. Frank 
Newman continues as executive secretary. 

The Board of Directors consists of Charles J. Michaels, 
Hartford, Conn.; Wm. Present, Lansing, Mich.; Leslie 
J. Ryer, Kansas City, Mo.; Ben Rudolph, Syracuse, 
N. Y.; William Kapel, Pittsburgh, Pa.; Edw. Dockman, 
Minneapolis, Minn.; W. T. White, New Orleans, La. ; 
Samuel Gerson, Detroit, Mich.; Nathan Katz, Balti- 
more, Md. 

The visiting jewelers and exhibitors began registering 
on Sunday morning and the day was given over to this 
work and the inspection of exhibits already in place. Other 
exhibits were arranged as quickly as they arrived at the 
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exhibition halls. Among those delayed in transit were 
those of the Gruen Watch Co., B. & E. J. Gross, Jacques 
Kreisler Sales Corp. and Tavannes Watch Co., but these 
displays were soon ready for inspection. 

On Sunday evening the annual College Inn dinner was 
held. The entertainment and dinner were both excellent 
and were much enjoyed by a representative gathering. 

Monday morning was devoted to the inspection of ex- 
hibits and at 2.15 p. m., the exhibition hall was closed to 
give all who desired an opportunity to attend the first 
session of the convention. The exhibits remained closed 
until 3.30 p. m. 

The Monday afternoon session was called to order by 
J. Frank Newman, executive secretary of the association, 
who introduced President Gibson, who in turn introduced 
Frank Baring, general manager of the Sherman Hotel. 
Manager Baring made a brief speech thanking the jewel- 
ers for selecting his hotel for their convention and then 
presented President Gibson with a gavel. 

In accepting the gavel on behalf of the association 
President Gibson said that he felt sure that the jewelry 
trade is on the threshold of much better business. “It is 
not normal—it is different than ever before and it will be 
much better,” he declared, “no matter which party wins. 
People are hungry for merchandise. Remodel your store 
if you have not already done so—and advertise, but clean 
up your advertising.” He then spoke of the repeal of the 
10 per cent Federal excise tax and told how the associa- 
tion had worked on this matter. He concluded his talk by 

(Please turn to page 114) 
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ONAL ANGLE 
G GEMS’ 


By HARRY R. TERHUNE 








= jewelers who have 
inade a serious study of Gemology are so fortunately sit- 
uated as J. W. Ware, whose store is in San Diego, 
Calif., for here is the fourth largest gem bearing area in 
the world. So many precious and semi-precious gem 
stones are mined in San Diego county that it is given the 
title of “The Gem Casket of America.” 

In signing himself “Jeweler and Qualifying Certified 
Gemologist,” John W. Ware does so with full apprecia- 
tion of all the responsibilities this hard earned title im- 
plies. In fact, he sincerely believes that the time is not 
far distant when the public will seek the gemologist on 
precisely the same basis as it now seeks the registered 
men in other professions—that of appreciation of the 
practical knowledge the gemologist has of his craft. 

Right at the present moment, the public reaction to 
the trained registered gem expert is very good, finds Mr. 
Ware. People have come to realize that there is some- 
thing more than just knowing values in gem stones of all 
kinds, so are turning more and more to those who can 
give them complete accurate information. 

Interest in gemology has brought many new people 
into the Ware store for a decidedly aggressive, interest- 
ing, educational program is in operation. It must be 
stated right here, that the real object of this story is how 
the Wares have developed the educational angle of their 
gemology work, for after all, no matter how much 
knowledge one may possess, it does not count for much 
if the public does not know about it. 

Windows are used to their utmost advantage in this 
connection. People have a great interest in the point of 
origin of gems, so when they can see the exact conditions 
under which gems are found right before them in the 
window, a lasting impression is made. A display at the 
San Diego World’s Fair showing a cross section of a 
gem mine with real ore and real gems, has been adapted 
for display window use by Mr. Ware. ‘Two of these 
window displays are shown herewith. 

In a piece of direct mail issued by the store, the follow- 
ing has evoked a great deal of favorable comment: 


There is much evidence to prove that this favored section of 
America was at one time in a highly metamorphic (or molten) 
state and that on the cooling of the earth’s crust, vast cracks or 
fissures occurred which were filled by igneous materials, con- 
taining rare elements, which were forced upward and became 
rock by cooling, and it is in these fissures or pegmatite dykes as 
they are now called, that the wonderful Gem Crystals of na- 
ture’s laboratory are found. Here in the recesses of brush cov- 
ered, oak crowned hills are found in brilliant array the blos- 
soms of the inorganic world. Here are found the dazzling Blue 
Topaz, the Beryl as bright as the sun, the Hessonite and Pyrope 
Garnets with that flame-like fire, and the beautiful Tourmaline 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1936 


51 





PEGMATITE DIKE 
CROSS SECTION 


Above — Gem pocket of 

precious blue topaz. Right 

—Cross section of pegma- 
tite dike. 











A . DECOMPOSED GRANITE 
B.IGNEOUS ROCK 
C ~GEM POCKET. 


family whose soft and varied hues fill the full gamut of the 
spectral colors; also the lovely Kunzite (distinct to this region) 
so delicate in its play of lilac color and brightness as to place it 
in the society of Precious Gem Stones of rarety, excellence and 
beauty. 

Many more Gem Stones of less importance such as the Chal- 
cedony moonstone, Jasper of many colors, Epidote—a yellow- 
green stone, Rose Quartz, Cairngorm—a smoky brown stone of 
the Quartz variety, Dumortierite—a lavender colored stone and 
Gold Quartz showing free gold, are found in varying quanti- 
ties in San Diego’s Gem Casket. 

Pearls and the abalone pearl with its beautiful irridescent 
colorings are found along the adjacent beach line. 


Another angle in the educational program is that of 
lecturing before good sized audiences of women’s clubs. 
During the past couple of years thirty-seven lectures have 
been delivered. In giving these lectures, Mr. Ware is 
assisted by Mrs. Ware, who is thoroughly conversant 
with the fine points of gemology and the jewelry business. 
Talks usually run about an hour or so with an open 
forum for another half hour. A good display of rough 
and cut loose stones always adds interest to the talk. Then 
showing the colors of the stones by means of a dichro- 
scope creates a desire for ownership. 

A thirty page chart originated by Mr. Ware is used 
to illustrate the various topics of his lecture. Two pages 
of this chart are shown so as to give a general idea of the 
information contained in it. One page of the chart shows 
the blanket ledge where topaz are found, a cross section 
of pegmatite ledge that gives the audience a good vision 
of what a gem pocket really is and how it is formed. 
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HOLLYWOOD STARS JEWELRY 

















greater need for jewelry. 


Jewels are considered correct and smart at all times... 
equally for sport clothes, street wear and dinner and 


evening usage. 


In Paris, Hollywood, New York and wherever fash- 
ionable women gather there is evidence that pearls are 
“in” as torsades, bracelets and earrings. 

Showy platinum bracelets set with diamonds of baguette 
and other attractive shapes and sometimes with rows of 
emeralds or rubies are one answer—1936 style—to the 


maiden’s prayer. 


New motion pictures are showing fine jewelry and are 
creating style-consciousness of much value to the jewelry 
industry—for the majority of the 80,000,000 people who 
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Lvs no secret jewels 
are all-important in the fashion whirl this autumn. 

The lames, satins, broadcloths and velvets used in the 
new dresses call for gems, and styles were never more 
favorable. Paris gown-makers have created many strik- 
ingly simple dresses that depend upon brooches, clips, pins 
and necklaces for their ornamentation. Instead of buttons, 
some dresses are fitted with hooks and eyes in raveled 
threads to match the dress, and this results in an even 


As correct and new as her 
coiffure is the massive 
bracelet of diamonds and 
platinum worn by Ann 
Sothern, left, starred by 
RKO in “Walking on Air.” 


Cultured pearls add to the 
glamor of Marguerite 
Churchill, shown below, 
Columbia star, appearing in 
“Legion of Terror,” and 
highlight her black evening 
dress of satin back crepe. 


are said to attend the movies each week look to the folk 
of the silver screen for fashion leadership. 
contact theater managers to arrange effective tieups, 
among which are “‘stills’’ of gem-adorned cinema actresses. 





Many jewelers 
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SMALLER CLIPS FOR SPORT WEAR by C. A. JAKOBB 


The trend of clips and brooches for Fall wear is away from the more massive styles 

of the recent past, and medium-sized jewelry similar to the attractive designs pic- 

tured on this page is ‘‘tops’’ for sports dress decoration. Modern motifs enliven the 

best of fine jewelry, and, with their freedom, are an ally to the most beautiful 
Autumn clothing. 
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In practically every torm of 
Jewelry. Necklaces, Bracelets, 
Earrings, Clips or .Rings — 
PEARLS express Fashion’s lat- 
est note. 











And they are being bought by 
women who know what is 
essential to the correct feminine 
attire. 










KIMO 
M | lp) cae. O 


are unexcelled in quality and natural beauty. They lend a distinctive 
atmosphere to your store and to your display. 


The MIKIMOTO Seal on every Necklace or Bracelet is your safeguard— 
it is your guarantee of quality. It assures you and your customers of the 
highest quality of Cultivated Pearls from MIKIMOTO—the inventor and 
originator of the Cultured Pearl. Furthermore, it is your guarantee that 
every MIKIMOTO PEARL has been developed in a living oyster at the 
MIKIMOTO Pearl Colony of 41,000 sea acres in Japanese Waters. 


Take advantage of the increased business and the extra profits that 
MIKIMOTO CULTIVATED PEARLS can bring to you. Display them 
and sell them for every gift occasion. 






























By Warrant of } 
Appointment ‘Y 


KK. Mikimoto.. 


If a visit to one of our offices is not convenient, we invite your inquiry by mail 


To Their Majesties 
of Japan 









New York Office 630 Fifth Ave. 
Los Angeles Office 649 South Olive St. 
Chicago Office 55 E. Washington St. 
Head Office: Ginza, Tokyo Branches: Kobe, London, Paris, Bombay 
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THE VOGUE FOR MEN’ 
JEWELRY 


by JUNE HAMILTON RHODES 





Stickpins—Top: Formal daytime pearl and black pearl, left-hand pearl unique and costly; 
below: animal, election and sports motifs. 


A survey of the men’s jewelry 
situation shows a definite upward curve since we first 
began to talk about it last December. 

Up to that time no one ever mentioned scarf pins, and 
little was said about gentlemen’s rings, watch chains and 
cuff links. . 

Now, check for yourself—find the pages of Esquire 
which has backed the movement from the first—check Mr. 
Brook’s column in the Hearst papers and the very splen- 
did Fairchild syndicated articles. 

Then, if you have placed scarf pins in your windows 
and have asked your own salesmen to wear them and talk 
about them, you have had inquiries and sales. The jeweler 
could take a leaf from the books of the cosmetic people. 
They never place a girl in a department who does not 
know how to wear their product, and whose very appear- 
ance makes the customer believe. 

Scarf pins and tie pins of all kinds, as well as cuff links 
and rings are a tremendous sale for a store that cares to 
promote them. Every man in the jewelry business should 
wear jewelry. He should refuse to wear any but French 
cuffs on his shirt sleeves, and he should not act bored when 
a customer asks to see scarf pins. 

The women of this country have heard about them, the 
smart men of Wall Street are wearing them; in Oxford 
Street, Picadilly, Mayfair in London, the pearl pin for 
morning clothes is a necessity. 
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It is sad that our greatest sales resistance is in the jewelry 
store itself, and the attitude of the owner often, as well as 
the salesmen. 

I would not employ anyone who does not believe in 

(Please turn to page 69) 


Men’s rings—Cat’s eye, star sapphires and a star ruby 
are set in these splendid examples. A lady's gold 
“dearest” ring is shown at the left in the center row. 











Tie Up Fall Promotions 
(From page 41) 


windows. You can plan them so that they may be set up 
in the store, wherever space permits after they have been 
removed from the window. You will also notice that each 
of these sketches incorporates an idea that is usable for 
newspaper or direct mail advertising. 

October and November offer many opportunities for 
promotional tie up. In October we have women’s Ex- 
position of Arts and Industries held in New York, 
October 4-10th. October 12th is Columbus Day. Sports 
events, bridge tournaments and parties are ‘n order with 
evening wear coming strongly into the picture. Don’t 
forget binoculars for out-door use. ‘Table settings ar- 
ranged for locally prominent individuals will get attention. 
Girls’ Scout week comes October 25-31st. Hallowe’en 
comes the 31st. 

In November, we have election day on the 3rd and 
Armistice Day on the 11th with Thanksgiving Day on 
the 26th. You can start your Christmas promotions the 
Ist of November with an initial presentation of gifts to be 
monogrammed (see sketch). Make a careful check up on 
your local social and sports calendar for other promotional 
opportunities. 

Whether it’s cocktails for two, a bridge party or a 
formal dinner, every woman loves to have some new ser- 
vice appointment for the new season of entertaining. 
Cocktail shakers and sets, hostess trays, and all other aids 
for the hostess can be grouped in one dramatic setting. 
Make the forward panel, with shelves, white; the larger 
panel and base blue, and the circular panel white with 


may be. 
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cae 
/ Star 
Sapphires 


Fancy Cut 
Diamonds 


We have a large stock of Precious 
Stones, both mounted and unmounted, 
from which to make your selection. 
We are prepared to 
you on whatever your requirements 


JEROME 
RICHHEIMER 


608 Fifth Avenue 
New York 





blue sketch and border. A bit of velvet in blue can be 
used to soften the panel lines. 

A cheerful cut-out Santa in his red and white, stands 
before a white panel lettered in X-mas green—the deer 
being brown, and the sleigh brown and white. Before 
this setting show a collection of gifts of every type that 
should be monogrammed. This display can be used in 
early November, as your X-mas Opener; a smaller card 
can explain “gifts to be monogrammed should be selected 
early.” 





Set your stage for jewels with a crayon study of the 
“type of today’—a picture of elegance; place her long 
white gloves and evening bag and flowers on the low 
velvet covered plateau (center) and surround the setting 
with richly draped plateaus to feature formal and semi- 
formal jewelry and costume accessories. 

“Spencerian” angels, dove and border done in pink and 
blues on a gray ground, will make a lovely background 
panel, and a booklet or folder cover design, as well. If 
used for a folder add the store name. If desired, the word 
“all” can be changed to “Fall.” Crayon colors on gray 
upson board will be very attractive—white out the edge 
around the border. 

The cut-out eagle and shield are mounted on a half 
pillar of white. At the base are a rifle, helmet and pack. 
Over these is draped a black chiffon. Floor green, lower 
back blue. The bayonets of marching soldiers appear in 
black just above the blue panel. On the upper background 
of white use a Red Cross poster. Armistice Day, 
Novemer 11th, begins Red Cross Week. No card is 
necessary in this display. 
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You Can’t Fool the Credit Man 
(From page 39) 


Now follow me. A volume of $36,000 a year at 
retail means somewhere around $20,000 at cost. So 
to make a once-a-year turnover your $36,000 volume 
will support no more than a $20,000 stock. In other 
words, only $20,000 of your stock is working for 
you. If you have more than that amount the excess 
is just sitting there on the shelf, in the cases and 
drawers or in the back room. It consists of wrong 
assortments, out of date styles, goods that for some 
reason or other do not sell—your own sales prove 
that. Remember that a stock which turns only once 
a year averages one year in age. 

After a good many years’ experience I have con- 
cluded that no jewelry stock is worth more than the 
amount that will show a once-a-year turnover against 
the sales. And even this figure refers to the old line 
staple jewelry stock. Novelties and inexpensive goods 
should turn at least twice that fast—and I notice 
your order runs to this kind of merchandise. So | 
am being over-liberal in valuing your stock at $20,- 
000 instead of your $25,000 figure. 

Of course, | am referring to the average worth of 
the stock throughout the year. At times it will be 
worth less and at other times more, as, for instance, 
right after 1eceiving a large shipment of fresh mer- 
chandise. 

Possibly that is why yours is high. No, that 
cannot be the case, for you ask us to ship this order 
right away, “as I need the goods badly.” From this 


statement I know you are not stocked up with plenty 
of new merchandise. 

And that same statement tells me that not much 
of your $8,565 accounts payable is in recent bills 
not yet due. Fresh merchandise means fresh bills; 
old stock means old bills. It cannot be otherwise. 
The merchandise comes with the bills. 

This leads me to wonder why you have no bank 
loans. Banks exist to lend money to worthy mer- 
chants. Wouldn’t it be desirable to borrow a few 
thousand dollars from the bank and pay it on those 
wholesalers’ bills? I fear I know the reason. ‘The 
bank, being close at hand, for some reason does not 
consider your business a good risk. I can hardly 
afford to go counter to their judgment. 

You list your credit accounts at $5,146, but they 
are not worth that much. How do I know? Your 
credit sales averaged $700 a month, but you still 
have $5,146 uncollected. This means you have 
more than seven months’ credit business still on your 
books—and that the average age of your accounts is 
seven months. 

Accounts that age are never worth their face 
value. In fact, accounts receivable are seldom worth 
more than the amount of four months’ credit busi- 
ness. So I’ll say your accounts are worth, to stretch 
it a little, $3,146 instead of $5,146. The difference, 
$2,000, I shall have to add to your expense account, 
listing it as bad debts. 

And, by the way, your assets add up $32,697, not 

(Please turn to page 63) 
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Importer of Diamonds ,..Precious Stones 
and Pearls 


ARTHUR H. KIRK PATRICK. nc. 
608 Fifth Ave. New York 


TEL.BRYANT 9-1400 
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Makers of Fine Diamond Jewelry — Diamond Importers 
COMPLETE LINE OF BRACELETS, BROOCHES, 


CLIPS, RINGS, BARRETTES 


Let us create original, unusual designs for 
special order work, to bring you profitable results 


OF SUCCESSFUL TRARE SERVICE 
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WE INVITE YOUR 


MEMORANDUM REQUESTS 


Telephone Wickersham 2-7887 
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In addition, we have one of the largest stocks of: 


Opals—Amethyst—Topaz—Star Sapphires-Cameos 


and Synthetic Stones 


DREHER BROS. ana WIDER 


Importers and Cutters of 


PRECIOUS AND SEMI-PRECIOUS STONES 
48 West 48TH STREET 


Write for our booklet “The Zircon—Gem of Mystery” 


New York City 
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You Can’t Fool the Credit Man 


(From page 61) 


$33,697. I wonder how many other mistakes you 
made in your arithmetic. 

I wonder, too, why you are so suddenly anxious 
to do business with us to the extent of giving us 
“almost all’? your business. We feel complimented, 
of course. 

But we are well acquainted with the three con- 
cerns you now owe. They too have excellent repu- 
tations for complete stocks, good service and fair 
treatment to their customers. You give no reason 
for wanting to change, but you hint something about 
“treat you right,’ so I can only conclude they are 
shutting down on further credit. Am I right? 

Just for your own good I might put down my 
private estimate of a true statement of your affairs. 


Your My 
Statement Estimate 
Re on Oo $25,000 $20,000 (or less) 
Gross Margin. 15,360 42.6% 10,360 28.7% 
Eepense® ....... 13,334 37.0% 17,334 48.1% 














Profit or Loss $2,026 5.6% Profit $6,974 19.4% 


Loss | 


From your figures for gross margin I am subtract- | 


ing the $5,000 difference in my stock estimate. To 
your figures for expense I am adding $2,000 for 
your salary and $2,000 for bad debts. Instead of a 
$2,026 profit, I think you made a loss of $6,974. 
However, a careful and competent audit of your 
books might show a different result. 

I strongly urge you to spend the few dollars such 
an audit would cost, then send me a corrected state- 
ment, so I may have it to compare with the im- 
proved statements you can probably send me in the 
future. 
$36,000 volume for so small a town. So we want to 
watch your progress against the time when you shall 
deserve credit with us. 

I write this lengthy letter so you may see clearly 
why I am compelled to end it with that distasteful 
word, no. 

Cordially yours, 
THe Crepir Man, 
X WHOLESALE JEWELRY COMPANY. 


You have possibilities, as shown by your | 


Moral: Many an honest man fools himself, but few | 


fool the credit man. 


According to Harry Scheer, general manager of F. B. 
Rogers Silver Co. of Taunton, Mass., the business of 
this firm under the new ownership has increased to such 
an extent that they are now employing five times as many 
people as when the business was taken over a few months 
ago. Already they feel cramped in the old quarters and 
are looking for a better location which will take care 
of the rapidly expanding volume of business. In the item 
referring to the ownership of the F. B. Rogers Silver Co., 
published in the September issue, failure to mention that 
the treasurer of this company is Bernard Bernstein is 
corrected herewith. With him are associated two of his 


brothers, Milton and Philip. 
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/ 
MADE BY HAND 


OF THE FINEST 
MATERIALS 





642 FIFTH AVENUE 
NEW YORK CITY 














A MARVELOUS COLLECTION 

THE FINEST AND MOST BEAUTIFUL OF ALL SAPPHIRES 
A TRUE CORNFLOWER BLUE 

THE BRILLIANCY OF BLUE DIAMONDS FOR EVENING 


SUPERIOR GEM CO. 


48 WEST 48th STREET NEW YORK 


CASHMERE SAPPHIRES 























RAYMOND ABRAHAMS 


: ae / / 


551 5th AVE. 


—SSWALEH LEE — 




















Heralds the Coming Season 


WITH A FINE SELECTION OF 


PLATINUM DIAMOND JEWELRY 





Comprising: 
PP BRACELETS 
Raymond” CLIPS Wler 
BROOCHES we eee 
DIAMOND RINGS unbreakable 
WATCHES CHARMS WATCHES 


LOOSE DIAMONDS 
COLORED STONES 


Coast Representative: 


KOKE SLAUDT & CO. 
LOS ANGELES, CAL. 


. Memorandum Requests Solicited 
Eastern Representative: 


EMANUEL ABRAHAMS Vanderbilt 3-0457-8 
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Fair Trade Practices 
(From page 47) 


by voluntary agreement between competing enterprises. 
Seen from this perspective, the loss-limitation provisions 
of the NRA code could not be duplicated in a voluntary 
trade agreement. Loss-leaders are articles sold below cost 
for the purpose of attracting trade. This practice results, 
of course, either in efforts by the merchant to make good 
the loss by charging more than reasonable profit for other 
articles, or else in driving the small merchant with little 
capital out of legitimate business. In large sections of the 
industry the loss-leader practice is condemned as an uneth- 
ical method and many regard the practice as a cancer in 
retail trading. However, what a loss-leader really is, is 
difficult to define. A general prohibition of selling below 
cost would practically result in fixing of a minimum price 
and would for this reason be illegal. ‘Therefore, under 
prevailing conditions business is powerless to do anything 
effective against the loss-leader policy. 

Other provisions of the NRA code tending to improve 
competitive standards are wholly within the law and 
could be inserted in any voluntary trade agreement. In- 
stances of this kind are the outlawing of incorrect adver- 
tising, misrepresentation of merchandise, granting of secret 
rebates, embarrassing competitors by various devices. A 
question which is of special concern to the jewelry busi- 
ness is the offer to repair watches or clocks at a uniform 
price irrespective of the cost of such repairs. The NRA 
code had a general clause against this form of advertising. 
It resulted in the disappearance of the sandwich men with 
the deceiving posters. Now they are at it again and quite 
a few find themselves victims of an offer which frequently 
veils scanty service for the consumer’s dollar. Advan- 
tageous as the banning of these practices would be to the 
public and to the trade, a voluntary trade agreement 
would hardly succeed in totally suppressing this evil. It 
would, however, be worthwhile if the agreement could 
eliminate those who give no service whatever or who de- 
ceive the customer in charging more than the advertised 
amount. 

A number of unfair trade cases was brought before the 
code authority on complaints. After due hearings the vivo- 
lators were asked to desist from unfair practices and in 
most cases the board was getting reliable cooperation from 
the industry. It may be expected that trade practice agree- 
ments, if created in the spirit of cooperation, not of co- 
ercion, and if supported by unanimous consent of all trade 
members in good standing could be administered by a 
board of arbitration on a wholly voluntary basis. It is an 
old experience that many business men apply abusive trade 
practices through lack of good business morals and only 
for the reason that the competitors use them. They would 
be only too glad to desist from such methods if the trade 
as a whole declared against them. 





Engraving the Lord’s Prayer within a circle of 5/1000 
of an inch in diameter at the top of a platinum gold alloy 
Wire was accomplished by a pantograph engraving machine 
at Racine, Wis. Each of the 300 characters is 2/10,000 
of an inch high, and the depth of the engraving is only 
1/40,000 of an inch. The circle is about twice the size 
of a human hair, and the engraving is barely readable 
when magnified 400 times. 
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PRECIOUS STONES / 


EMERALDS 
RUBIES 
SAPPHIRES 


608 FIFTH AVENUE 
NEW YORK 











We are pleased to Announce that 





AMERICAN CUT DIAMONDS 








in all sizes and shapes are 





tN O Ww available for your 





requirements 






+ 


Max Fine & Sons, Inc. 


Cutters and Importers of Diamonds 


62 West 47th St. New York City 
Est. 1890 








Cutting Works: 64 W. 48th St., New York City 









AMSTERDAM LONDON ANTWERP 











Get the Money-making Facts | 
WE RECOMMEND 
For ‘retail jewelers not yet in a position to enroll in 


L the American Gem Society Course No. 012 ‘(the first 
(leler Cl- je ole step toward Registered Jeweler and Certified Gem- 
ologist) or for his watchmaker or other assistants. 


DEALER 
A NEW SHORT COURSE 
MERCHANDISING COURSE #100 OF THE AMERICAN 


PLAN GEM SOCIETY 


A short semi-scientific introduction to Gemology, in- 
cluding a complete scientific classification of all gems, 

















Gives You Greater Profit etc. Complete in 8 weekly lessons. Price—$18.75 
Spread—Special Price Inducement To Attract 7 
New Customers And Entirely New And Dif- A NEW BOOK 
ferent Special Offer For Completing Neck- By Herbert Whitlock. 4 Price— 3.50 








(An interesting, easily read, but valuable story.) 


For the jeweler, his watchmaker or his assistant who 
has not yet determined to study, but wants to know 


Get the Money-making Facts |] more about gems. 
Get full details of this new quick-acting plan A NEW BOOK 


that starts sales and profits rolling up from a + eer oe wees ee 


small investment. Write today. By L. J. Spencer Price— 1.75 
(An authentic and valuable book.) 


laces. 










7 ERGE " . & ANDERSEN ina O. | GEMOLOGICAL INSTITUTE OF AMERICA 
Pittsfield Building Chicago | 3511 West Sixth Street Los Angeles, California 
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Profit Paying Anniversary 
(From page 45) 


mas headquarters, and approximately 1000 inches of news- 
paper space will be used between Thanksgiving and 
Christmas Eve. 

One ‘of the numerous promotional ideas to be em- 
ployed during the year is the display of replicas of 15 of 
the world’s most famous diamonds, including the Grand 
Mogul, weighing 279 carats and the Jubilee diamond of 
239 carats. Other exhibits planned include one of rare 
old pieces of jewelry and another of watches. 

Use is being made of direct mail and imprints of ad- 
vertisements appearing in the papers sent to a specially 
selected list of customers and prospects. The store also 
mails out imprinted literature supplied by various manu- 
facturers. 

This store which claims distinction as being among the 
oldest retail establishments of Johnson City goes back to 
the beginning of the city. In 1886 I. N. Beckner, founder 
of the firm, purchased a small jewelry and repair shop 
belonging to G. W. Truslow. The store has been operated 
in various locations since that time, and in 1920 was 
moved to its present location at 232 Main St. 

The firm name has also undergone various changes. 
When it was founded it was known as I. N. Beckner, 
Jeweler. Later Folsom Beckner, Sr., who learned the 
jewelry business from his father, bought an interest in 
the business and the name was changed to I. N. Beckner 
& Son. In 1915 Mr. Beckner purchased his father’s 
interest and the name was changed to I. N. Beckner’s 
Son. 

In 1923 T. F. (Buddy) Beckner, Jr., grandson of the 
founder, came into the firm and worked after school 
hours, thus making three generations in the store at the 
same time. After finishing his schooling Mr. Beckner, 
Jr., became actively engaged in the firm and a short 
while later the firm name was again changed to Beckners’. 

“Too few jewelers in the smaller cities, and by 
‘smaller’ I mean in cities less than 50,000 population, 
realize the importance of intelligently planned advertising- 
merchandising promotions,” says T. F. Beckner, Jr. 

“Particularly is this true of the ethical jeweler who 
is inclined to stay away from the sensational and sales 
methods that certain types of jewelers depend upon en- 
tirely in an effort to increase their store volume,” he 
continued. “Since our establishment it has always been 
“our policy to sell quality merchandise at reasonable prices 
(which is one of our advertising slogans) and to insist 
that every advertisement of this institution stresses the 
point that all merchandise offered through our advertising 
is truthfully advertised.” 

When a jewelry store in a city of 25,000 population 
has a typographical bill larger than jewelry stores in 
neighboring cities four times as big, the firm’s advertising 
success story should be of vital interest to jewelers every- 
where. The influence and prestige gained by its 1936 
advertising and promotion campaign will carry Beckners’ 
along in the public’s mind for a long while to come, even 
though it shouldn’t spend another penny for the same 
purpose. 

Beckners’ operates a complete jewelry and watch re- 
pair department, employing two watchmakers who are 
both members of the Horological Institute of America. 
This repair department has been an important factor. 
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S. GENN, Inc. 


Importers & Cutters of 


DIAMONDS 


SPECIALIZING IN 


BAGUETTES 


ALL SIZES 


FANCIES 


VARIOUS SHAPES 
IN PAIRS 


630 FirTH AVENUE 
INTERNATIONAL BUILDING 
NEW YORK 


PARIS: 
5 Square De L'Opera 


AMSTERDAM: | 
2 Tulp Straat 


ANTWERP: 
27 Avenue De Belgique 
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DOING FOR THE JEWELER 
WHAT OPTOMETRY DID FOR 
THE OPTICIAN 


Leading retailers in largest to smallest communities are 
now offering to customers—accurate, proven knowle 

of their merchandise—better buying and — met 
odse—greater financial an to increased profits. 
Increase your business by this and the display service 
furnished when examination is passed permitting the 
use of the emblem below. 


ue 
AN » SOGETY 
SIGNIFIES A NATIONAL RECOGNITION OF YOUR IN- 


TEGRITY AND A GENERAL SCIENTIFIC KNOWLEDGE 
of diamonds, other gems, precious metals and jewelry. 


“Your customer against unethical 
merchants. 

Your reputation. 

_Against expensive blunders. 








Protects 


National approval of your ethical 
i standing. 


Your knowledge of merchandise. 
Proves Your diamond grading ability. 
Knowledge of economical mer- 
.. chandising. 
bee oe - ‘ 
utstan position in commu- 
Builds nity. 


Customer confidence. 
_.Increased profits. 





Write today for descriptive pamphlet. 


AMERICAN GEM SOCIETY 
565 So. Alexandria Loe Angeles, Calif. 
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We wish to clear out our 
Old Stock of unmounted 


BLACK ONYX 
STRIPED ONYX 
EYESTONE ONYX 
& RINGSTONES 


LOCKETS, EARRINGS, BROOCHES 
LINKS, STUDS, BUTTONS, 
SOLITAIRES, DROPS, 

ETC., ETC. 


PS 


E. HAHN & SONS 


EST. 1872 


26 & 27 HATTON GARDEN 
LONDON, ENGLAND 


Cables: Aquamarine-Smith, London 


Precious & Semi-Precious Stones 
FANCY STONE SPECIALISTS 
STARSTONES CATSEYES 


ALEXANDRITES 














INTRODUCING 


Movements Only 


to Wholesalers and Importers 


Buy Direct from the Manufacturers 


A complete line of Movements in all of the 
popular and staple Sizes, Shapes, and Jewels. 

A quarter of a century of watch manufactur- 
ing is your guarantee of accuracy and quality. 


We Do Not Sell To Retailers 


Wholesalers and Importers can buy with the 
positive assurance that we will not compete 


with them. 

Your own trade name imprinted on Dials without 
extra charge, on reasonably sized orders. 

A full stock in our New York offices enables us to 
render prompt service at all times. A large Material 
Department is maintained assuring our customers inter- 
changeable watch parts. 


au \ 





Let us Submit 
Samples 
and Prices 





8% Ligne 
6% Ligne 


Chase Watch Corp. 


68 NASSAU STREET, NEW YORK 
Factory—Bienne, Switzerland 
f | WRITE FOR ZIRCON FOLDER 
R BLUES 
WHITES N 


JAMES A. DRILLING CO. 
Semi-Precious Stones 
87 Nassau St. CO-7-4218 New York 
WESTCO WATCH STRAPS 
QUALITY STRAPS AT UNEQUALED PRICES. We can satisfy all your 
needs and LEAVE YOU A GOOD PROFIT. Order through your 
wholesaler. 


WESTERMAN MFG. CO, 3359.4, 2st st. 



































GEM-STONES B; G.P. Herbert Smith 


An Interesting Authoritative Book 


Comprising 40 chapters and many diagrams. piates and tabies by am sutstanciag 
authority. Over 300 pages. Price $3.06. 


THE JEWELERS’ CIRCULAR—KEYSTONE 
S39 W. 38th St., New York 
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Vogue for Men’s Jewelry 


(From page 57) 


jewelry, and all of its phases. Why then should you, a 
jeweler, not insist upon the same point of view for your 
salesmen. If they don’t want to promote and sell jewelry 
of all types, and don’t believe in it, you can get plenty of 
salesmen who do. 

Christmas is approaching, birthdays come every day in 
the year. Manufacturers are making fine lines of men’s 
jewelry. Why don’t you step in with both feet and recap- 
ture a market you yourselves have allowed to die? 

We cannot do it alone, but we can interest the consumer, 
and we have been helped by all of the men’s fashion writ- 
ers in this country. It’s up to you—to you and nobody 
else! 

Times are definitely better. There is again not only a 
demand, but an insistence on quality merchandise. This 
you already know. Advertise men’s jewelry, spend a little 
money to start the ball rolling. Watches are again in 
vogue for evening, and watch chains are being worn by 
New York’s smartest gentlemen. Just because he has a 
wrist watch, or a daytime watch with a chain doesn’t 
mean that a gentleman is all equipped with jewelry for 
evening. 

Smart evening clothes for gentlemen demand special 
jewelry. Why don’t you begin to show new, beautiful, 
elegant evening jewelry? Men are waiting for a chance 
to wear it. See how they have taken to the idea of tails 
again, top hats and sticks. 

I should think that you would all be up to your eyes 


in planning ways and means to promote men’s jewelry for 
the coming fall and winter. It will be the gayest, the most 
extravagant and luxurious winter we have seen in many 
years. 

Women’s clothes are rich, elaborate and expensive. Furs 
are lavish and jewels are being worn again as in the days 
before the war. 

Why don’t you get on the band wagon and get going? 

Try it for a month, advertise it, if you have the proper 
merchandise. If you haven’t, order today from your own 
sources. They have fine jewelry for gentlemen, and you 
can sell it if you have it. 


The name of Doering, today a familiar one in Wis- 
consin retailing, was established in the jewelry trade three 
score years ago by E. F. Doering, and is being perpetu- 
ated by three sons, a daughter and a grandson, all of whom 
have engaged in the jewelry business. Now past the 80 
mark, the elderly jeweler observes the 60th anniversary 
of his entrance into the trade this year. It was in 1876 
in Columbus, Wis., that Mr. Doering began his career 
as a retail jeweler. At its recent convention, the Wiscon- 
sin Retail Jewelers’ Association recognized Mr. Doering 
as the sole survivor of the state organization. —The name 
Doering was recently raised over a new store on Adams 
St., Green Bay, Wis. Other stores are at Waupun and 
Racine, and at Fond du Lac the daughter of this veteran 
jeweler is associated with her husband in a jewelry store. 
In Milwaukee, John E. Doering, of the third generation, 
having completed his apprenticeship in a school for jewel- 
ers, is employed in a retail establishment. 











Attention Please 
NEW 1937 EDITION 


NOW Available! 


The Aisenstein and Gordon Catalogue has 
come to be an institution—an invaluable 
guide to the newest and smartest in merchan- 
dise as well as the last word on prices. 


With your copy of this comprehensive guide 
at hand you will be able to place your orders 
for your Holiday requirements knowing that 
you have made your selections at the lowest 
prices obtainable. 


You are urged to make early determ‘nation 
of your needs for stocks are low and supplies 
limited. Prompt attention given all orders 
especially if given by phone or wire. 


WRITE NOW FOR YOUR COPY 
AISENSTEIN & GORDON, INC. 


WHOLESALE JEWELERS 


712-14 SANSOM STREET, PHILADELPHIA, PA. 
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SOMETHING NEW! 
A POWDER LADLE 


ACTUAL SIZE 








PATENT DES. NO. 100,770 


Made of Sterling Silver, packed in a velvet 
lined display box to retail at 50 cents each. 
This ladle is made in miniature size to fill a 
Compact. The bowl of the ladle is designed to 
get all the powder without waste. 


_ An attractive display card with each initial 
order. 
& 


CHARLES GRABHORN 
GOLD and SILVER NOVELTIES 


4-6 WASHINGTON PLACE 
Near Broadway 


NEW YORK 





“Time Pieces That Satis fy”’ 








LOUIS WATCH CO, Inc. 
580 FIFTH AVENUE 
NEW YORK, N. Y. 

















AMAZING VALUE 





5 PIECE STERLING TEA SET 
WITH 


STERLING TRAY 


Approximate Weight 146 ozs. 


PRICE COMPLETE $174.75 


A Complete Assortment of Refinished 
World-Known Makes of Old Sterling 
Silver Hollowware at a Fraction of the 

Original cost , 


GOLD RECOVERY & REFINING CORP. 


53 West 47th St. New York 














JOSEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on OLD GOLD and 
other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%,c per Karat, per Dwt. 





JOSEPH B. COOPER & SON 


26 John St., New York 
Factory: Brooklyn, N.Y. 


Our reputation is our success. 
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Diamond Industry Shows Fortune in Gems at 
Empire Exhibition in Johannesburg 


JOHANNESBURG, SoutH Arrica—Black glass lining 
a windowless apartment, lit from hidden points, will help 
to convert one wing of the Transvaal Chamber of Mines 
Building into the most spectacular “Hall of Jewels” ever 
seen in South Africa, for the benefit of visitors to the 
Empire Exhibition here from September to January. 

DeBeers Consolidated Mines, Ltd., acting in conjunc- 
tion with the Diamond Corporation and other leaders of 
the Union’s famous industry, now have in order a breath- 
taking display of gems at Milner Park. 

Not only the achitect responsible, K. E. F. Gardener of 
Johannesburg, but engineers, stand-fitters, designers, and 
other craftsmen have combined to give a preliminary im- 
pression of the work to be done, in a remarkable scale 
model, which is newly completed. Partly for reasons of 
safety and partly for those of lighting effect, no windows 
will be provided in the “Hall of Jewels,” which will, 
however have ventilation in hidden corners. Entrance 
is effected by visitors one at a time, through an ingenious 
turnstile, allowing single-way trafic only. Like all the 
fittings it is executed in chromium plate. 


Hundreds of thousands of pounds’ worth of South 
Africa’s choicest diamonds are spread out at the end of 
the chamber, the black sides of which will show up the 
amazing beauty of the precious stones. Show cabinets set 
up in the hall on either side contain remarkable 
geological specimens and diagrams illustrating the occur- 
rence and natural formation of the diamond, while, 
beyond reach of the spectator, but in full view of him, will 
be various parcels of gems from the unique DeBeers col- 
lection at Kimberly, which have not been shown to the 
public at any exhibition before. 

Original matrices from the enormously valuable de- 
posits of Alexander Bay in Namaqualand, found by Dr. 
Hans Merensky, are also among the exhibits. On a central 
revolving turret of black glass magnificent cut jewels 
rotate and glitter under the changing lights falling on 
them from above, affording a sight of fantastic beauty. 
Individual stones, weighing 200 carats and more are in- 
cluded in the DeBeers display. On a special stand diamond 
tools of every type are displayed. 

In the center of the hall, where the public will be al- 
lowed to approach closer, is a model of the original 
“Big Hole” of the Kimberly mine, made exactly to scale. 
Close contact is being maintained with the police and 
other authorities to secure the maxitnum of safety for the 
DeBeers exhibit. Despite the apparent closeness of the 
exhibits to the beholder there are alarms, operated by 
photo-electric cells as well as other clever devices to put 
a stop to any attempts at pilfering. Detectives at hidden 
vantage points will also keep the diamonds under super- 
vision. 


The United Credit Jewelers held their formal opening 
Saturday, Sept. 19, at Little Rock, Ark. This firm has 
opened at 106 West Capitol Ave. and is said to be one of 
the most attractive stores of its kind in Arkansas. A 
complete new stock of merchandise is offered to the public. 
A watch and jewelry repair shop has been provided on 
the balcony. 
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When they want a 
CHELSEA 


they go to their 
JEWELER 


When a man (or woman) wants a 
Chelsea Clock, he makes a bee-line to 
his jeweler. With the return to quality, 
you'll make more Chelsea sales this 
year. And every Chelsea sale means 
a good customer in your store. . 
Illustrated above — the MARINER, 
one of the best-selling models in the 
Chelsea line. 


kkk 
CHELSEA CLOCKS 


CHELSEA CLOCK COMPANY, BOSTON, MASS. 
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The Jewelers of America Royally Welcome 


“King Edward 


The Outstanding Pattern of the Year! 


The backs of King Edward 
sterling pieces are grace- 
fully spaced for mono- 
gramming. 


Occasionally a new pattern in ster- 
ling combines quality, beauty and 
timeliness so well that it swiftly 
sweeps into outstanding promi- 
nence. 


Such a pattern is Gorham’s new- 
est — Kind Edward. Everywhere 
jewelers and customers alike are 
hailing it as the sterling sensation 
of the year. 


And no wonder! King Edward 
appeals powerfully to the present 
vogue for ornate tableware. In its 
singularly timely name, it catches 


the imagination. In weight, bal- 
ance, authentic detail, it is thor- 
oughly Gorham at its best. 


Of course thousands of dollars 
in paid advertising back King 
Edward. But there’s more—this 
remarkable new pattern has gained 
enthusiastic approval in the edi- 
torial columns of your customers’ 
favorite magazines. 


Don’t delay. Take full advantage 
of King Edward’s overwhelming 
popularity. Make it the fall fea- 


ture of your store! 











“ Pony, . 


AIF EN VET ES: 
| a eat 
¥ | 
~ 








You are abie fo offer your customers a complete 
fea and dinner service in Gorham's beautiful, 
new King Edward pattern. 


10" Sandwich plate—$22.50 


Compotier, dia. 7%3'’, height 4’’°—$17.50 


9%"" bowl—$25 























THE GORHAM COMPANY 


Providence, R. I.— Since 1831, America’s Leading Silversmiths 


17 Maiden Lane, New York City 


10 So. Wabash Avenue, Chicago, III. 


140 Geary Street, San Francisco, Cal. 


Dessert knives—$18.50 for six 
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Teapot by Peter Van Dyck, made about 1720 and now at the 
Museum of the City of New York 


Tes discovery or display 
of an old work of art invariably heightens interest not 
alone in the artist but in his contemporaries. For this 
reason recent visitors to the Museum of the City of New 
York have had their appreciation of colonial silver in- 
creased by the sight of a specimen of the handicraft of one 
»* the founders of New Amsterdam. 

The reputation of Peter Van Dyck, fashioner of a silver 
teapot, currently on display at the museum, as a silver- 
mith, is probably obscured by the stories of the part he 
played in the turbulent days of early New York. 

Van Dyck’s family, together with the LeRoux and other 
families of Dutch or Huguenot extraction, as well as many 
others of English blood who became increasingly numerous 
as the 18th century wore on, were masters of the art of 
silversmithing and at the same time held eminent place in 
the colonial and provincial governments. All were sub- 
stantial citizens and held posts of influence and trust. For 
many years Van Dyck was assessor of the city. 

The dainty size of this beautiful example of early Amer- 
ican craftsmanship, of the pear-shaped variety, had been 
chosen for the reason that tea was regarded as one of the 
real luxuries of the day, and the limited supplies were kept 
locked away in tea caddies, and only sparing amounts were 
brewed. 

The teapot is thought to have been made about 1720. 
Peter Van Dyck was born in 1684 and died in 1750. He 
was the father of Richard Van Dyck, who was also a 
silversmith, which was only natural since his mother was 
the daughter of Bartholomew LeRoux, under whom his 
father had served his apprenticeship. 

Van Dyck’s works in silver were of distinctive design, 
some typically English and not done after the Dutch. Some 
of his tankards show the influence of the New England 
silversmiths and not so much the changing fashions coming 
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from England. The teapot shown is one of Van Dyck’s 


earliest, his later products differing in style. Commu- 
nion services from his hand are still highly prized among 
church property in the East. 

History records a scarcity in the number of teapots 
existing before about 1750. 

This particular teapot shows the evolution from that of 
the English silversmiths of the first decade of the 18th 
century. This more graceful, modified form made in New 
York by Van Dyck and his contemporaries, John Bre- 
voort, Charles and John LeRoux, J. Ten Eyck and Simeon 
Soumaine have certain well-defined characteristics, such 
as narrower and longer necks, with the bird’s head spouts 
of the English kettles and teapots, and the addition of 
moldings. 

Applied strap work graces the domed top of this piece 
and the spout is slightly curved. It is believed that the 
initials “IVBM” which are engraved on the base were 
those of Johannes Van Brugh and wife, Margaret 
Provoost, who probably received it as a gift, as their wed- 
ding occurred in 1696, which was before the time Van 
Dyck worked. 

Van Dyck’s work often employed a molded base, a bor- 
der of cut leaves and wire applied in zig-zag fashion, 
forms of decoration frequently found on objects wrought 
by the early silversmiths of New York. Van Brugh, who 
bore the same name as his father, an esteemed citizen and 
wealthy merchantman who was part owner of a fleet of 
ships, was a mariner who collected merchandise for sale in 
his New York warehouse. 

The mother of the.younger Van Brugh was Catharine 
Jansen Roeloffe, daughter of Anneke Jans, whose name is 
prominent in New Amsterdam history, and the present 
owner is descended from this line so that the piece has been 
in the same family until the present. 













THE STORY OF 


SILVER 


By S. CRAIG PRESTON 














I. is the table that 
has always been the chief place for displaying silverware, 
both as a matter of usefulness and beauty. Plates, dishes, 
trays, and later spoons, forks and knives, have not only 
been designed for practical use, but embossed, engraved, 
pierced or otherwise treated for decorative interest. A 
certain confusion exists in the terms used to designate 
silver table ware. Present familiarity with electroplated 
ware has produced the idea that “plate” is the name for 
this, whereas it really means solid silver. Plate is the old 
English name for sterling silverware, and was derived 
from the Spanish “plata,” the commercial term for 
wrought and coined silver. That derivation would have 
been quite obvious, for Spanish silver from America must 
have formed one of the chief sources of supply for English 
silversmiths after the Spanish colonization of Mexico and 
Peru. 

The first encroachment upon the significance of the 
term plate, we read, came with the invention in 1743 of 
Sheffield plate, which had a silver surface fused on the 
sheet copper of which it was made, and which, while it 
was plate in the sense of being table silver, was not, how- 
ever, solid silver. Then, toward the middle of the last 
century, electro-deposit silverware came along, displacing 
Sheffield plate, and was erroneously called “silver-plate,” 
which actually means silver-silver, the two words being 
synonymous. The result is that today, “plate” is the 
commercial name in America for ware having a coating 
of silver on another metal, while in England it is also the 
correct term for solid sterling silver. 

After the dark ages, during which silver-working rather 
disappeared, the center of the interest revives not in 
Rome, but in Austria. Joachimstal, a quaint, gabled town 
in Bohemia, produced such substantial quantities of silver 
that a mint was set up on the spot. The coins struck there 
were called Joachimsthaler, which was called Thaler for 
short, and then became corrupted or translated into Dol- 
lar, so that this little town has the honor of giving its 
name to a coin which much of the world regards as most 
important of any. The use of silver in coinage is too 
large a subject to be appropriately discussed here, but 
even from its artistic aspect, numismatically, we can all 
acknowledge its importance. 
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When art came to be on a more natural basis during 
the Renaissance, the successive master craftsmen of the 
gold and silversmiths’ guilds were the most important 
artists of the various periods in which they lived. Many 
of the men famous to us as painters and sculptors, such 
as Botticelli, Verrochio, Ghiberti, Donatello, Della Rob- 
bia, Brunelleschi and most of their accomplished fellow- 
artists, were first of all trained as gold and silversmiths 
and workers in the various precious and semi-precious 
materials. So much was metal-working practiced that the 
most distinctive features of Florence in the fifteenth cen- 
tury were the shops, or botteghe, of the goldsmiths. These 
influential citizens congregated chiefly in the short, wide 
street between the market and the Piazza della Signoria. 

It was not until the reign of the first Grand Duke 
Cosimo ‘that the Ponte Vechio became the goldsmiths’ 
quarter which it has continued to be ever since. Here, 
later, were the beautiful chalices and altar screens pro- 
duced, together with other ecclesiastical objects that 
adorned the churches. Here silver garlands were fash- 
ioned to adorn the tresses of the Florentine maidens, and 
the silver belts and buckles inlaid in niello, and the beau- 
tiful silver clasps for the books, which enriched the 
libraries of Cosimo and Lorenzo de Medici. As the six- 
teenth century advanced, and with it the demoralization 
and increase of luxury for which the age became famous, 
the wealth and skill which had been previously devoted to 
religious objects were transferred to the production of 
magnificent pieces of plate—vases, ewers, dishes of various 
kinds, of large size, and lavishly decorated. The demand 
for such work created a new school of metal-workers 
among whom Benvenuto Cellini was perhaps the ablest 
and certainly the most prominent. 

In olden times, the most sumptuous repasts were served 
without cutlery, and until even the middle of the sixteen 
hundreds the eating habits of all classes of people, includ- 
ing royalty, were quite primitive. A knife blade and a 
spoon assisted by the fingers. Large basins and ewers, 
generally of silver, were passed around during the meal, 
quite necessarily, and from this custom we have derived 
our finger bowls. Of chief importance was the spoon, but, 
curiously, no hostess felt obliged to supply one to the 

(Please turn to page 76) 
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Now, owners of fashionable ornate sterling flatware can obtain magnificent 
harmonizing hollow-ware in fine silver plate. RENAISSANCE is the consumma- 
tion of the very qualities of artistry and genius that distinguish the richly-ornate 
silver of the 15th and 16th centuries in Italy, France, England, and Spain. 


As an example of magnificent design, perfect die work, and exquisite handling 
of details, RENAISSANCE is without peer in the plated-ware market of today. It 
is made with the same exacting craftsmanship found in Reed & Barton’s finest 
sterling and is of unusual weight and superb finish. Unquestionably, there 


will be a swift and extraordinarily wide consumer acceptance of RENAISSANCE. 
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Every month Concord Silversmiths are creat- 
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» tainments — Christmas on the horizon — and 
here is a novelty sales leader for the Jeweler, 
the Miniature Colonial Knife Box. In sterling 
silver, attractively gilt-lined. Another example 
of Concord Silversmiths’ traditional artistry 


and new ideas. 


The Miniature Knife Box 
has many uses. A—On 
the tea-tray or with the 
demi-tasse — a handsome 
sugar lump container. . . 


Our 50% Discount Policy ; 


In order that the Jeweler may 
increase his opportunities with 


" B—With dessert—an at- 
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persons present. On the contrary, the only way to have 
a spoon was to bring one yourself, and the kind yoy 
brought was largely instrumental in deciding your place 
at table. A silver spoon was the equivalent of an admis- 
sion ticket to the aristocratic section of the table “above 
the salt” and many of the early spoons and knives, too, 
were folding ones that the guests brought in a case. It is 
easy to understand the popularity of the christening pres- 
ents of silver knives and spoons and, later, forks. Four 
hundred years ago, such a gift could actually determine 
the social status of the person who received them. The 
expression “to be born with a silver spoon in the mouth” 
had a great deal of significance, for folk who lacked one 
had to use a spoon of wood, horn or tinned iron known 
as lattern, and these only admitted the owner to the end 
of table “below the salt” where the servants and others of 
no social standing were accommodated. 


It is curious to reflect that forks as table equipment 
have been used for only about three centuries. While the 
Greeks and Romans and other ancient nations had large 
forks for hay and also iron forks for taking meat out of 
pots, table forks had not been thought of. Meat was pre- 
pared very soft, like a stew, so that it could be eaten 
with a spoon, or else was left rather tough or lumpy so 
that it could be grasped by the fingers. It was not until 
fork days that it became possible to enjoy a taste for solid 
foods. It was then easy to have delicate slices instead of 
clumsy lumps, so that the natural flavors of the foods 
might be discerned and appreciated. When forks were 
first used in England they were regarded more as nov- 
elties or toys than as important utilities. Many people 
thought them effeminate and refused to have them. It 
was during the reign of James I that an Englishman 
named’ Coryate, traveling in Italy, discovered forks just 
beginning to be used there. To him belongs the honor of 
laying forks on the table as part of the service. The pulpit 
declared against the use of forks absolutely, stating that 
their use was insulting to God inasmuch as they substi- 
tuted mechanical means for the gift of fingers. ‘Fingers 
were made before forks” was the attitude of many. But 
progress was not to be downed, and by the time Charles II 
was king, forks were in common use. They were of iron 
or steel, generally of two prongs, with handles of many 
shapes and materials. Silver ones were ~are, and until the 
nineteenth century were used only by the wealthy. So 
have times changed. 


Modern silver is obtainable in styles reminiscent of 
all the important decorative periods. Naturally with its 
age-old history, there is just the right thing for every use. 
It is nothing short of fascinating to see how the decora- 
tive features of furniture have been transferred to the 
design of table silver. Thus, for instance, one of the most 
characteristic features of the William and Mary style 
was the so-called cyma curve and half-circle top, used on 
chair tops, mirror frames and in the paneling of cabinets. 
This identical shape has been ingeniously adopted by some 
modern silversmiths for cutlery, with fine, restrained and 
dignified effect. When just the right things are available 
for any circumstances, it is easy to select discriminately 
so that an inter-relation between the furnishing and the 

(Please turn to page 78) 
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Not only when it rains but when 
it is damp or moist, VOGUE 
shaker sets by Poole function 


perfectly. They are attactively 
boxed, heavily silverplated 
and are combined with a fine 
quality of glass tastefully hand 
cut. Over two hundred thou- 
sand pairs have been sold. 
They are sanitary and easy to 
clean and no salt can touch 
the metal by reason of our 
patented cork insulation. Over 
twenty styles carried by lead- 
ing wholesale jewelers. Send 
for free illustrated sheet. 
Made and guaranteed by 


Poole Silver Company, 
Taunton, Mass. 
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silverware will be evident. We do not need neo-classic 
candlesticks on a Stuart carved oaken chimney piece shelf 
where daintiness will be converted into insignificance, 
The many fine pieces that have been preserved from cep- 
tury to century can guide us in appropriate selections, 
Some manufacturers specialize in originals and reproduc- 
tions of the Georgian period and others. It has often 
been remarked by authorities on silverware that simple 
pieces call for greater skill in design and execution than 
do elaborate ones. In the latter, wealth of decoration and 
delicacy of detail may cover up defects and lead the eye 
away from false proportions. A severely simple piece, 
however, must be perfectly balanced and lovely in itself, 
and to accomplish this is the height of the craftsman’s. 
achievement. 


Initials 
By O. F. SWENSEN 
EVER before has the public been as interested in ini- 
tials and monograms and it seems timely to call the 
attention of the jeweler to the fact that his customer may 
know as much about initials and monograms as does the 
jeweler himself. 

It has become a hobby with a lot of people to sketch 
monograms not only for themselves but for their friends, 
They have very definite ideas of how a monogram should 
look. 

In bygone days it used to be accepted that as long as an 
article was marked for identification it was good enough. 
A customer may purchase a fine watch today but will 
consider the article incomplete if it is not engraved in good 
style. It would therefore seem that the jeweler should 
pay more attention to his engraving, for through engrav- 
ing he may gain or lose a customer. 

The young prospective bride may have been an art 
student in high school or college and may therefore have 
a thorough knowledge of style and lettering. She has 
been looking at silver and very likely has decided on a 
pattern. The jeweler who can talk to her intelligently 
about the marking of her silver is most likely to get her 
business. If he can furnish her with attractive sketches of 
her initials it will help make the sale. 

Sketches should not be made carelessly in pencil on any 
sort of paper. They should be made on good quality cards 
of uniform size. They should be executed in India ink 
and should also show an outline, of the article to be 
engraved. After the design is finished it should be 
mounted on a dark card to give it a background, similar 
to the way photographs are mounted. The margin around 
the card should be about three-quarters of an inch. These 
little details pay big dividends and impress the customer 
with the fact that the jeweler is thorough and efficient. 

Another matter of importance is the engraving card. 
If the jeweler has an engraved metal sample-plate, all 
well and good. Be sure to have it cleaned and lacquered 
occasionally. But it is all wrong to show a customer an 
old, faded or worn engraving card. The jeweler should 
get fresh cards from his engraver and put them in frames. 
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Member of the New York Bar and former 
Special Assistant to the United States Attorney 
General 
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er Robinson-Patman Law 
was signed by the President on June 19, 1936, and has 
therefore been in effect for three months—sufficiently long 
to justify inquiry into its objectives and possibilities. Such 
an inquiry will be undertaken in this discussion. 

It was adopted by Congress by overwhelming major- 
ities in each of its two Houses. It was not regarded in 
Congress or throughout the country, as a partisan mea- 
sure. 

One of the most significant aspects of this new law is 
that its virtually unanimous approval by both houses of 
Congress conspicuously revealed a fundamental change 
from the prior attitude of Congress toward the acute 
problems raised during the past two decades—raised by 
the growth of the chain-store system, mail-order houses 
and department stores. 





Editor’s Note: This article was written by Mr. Felix H. 
Levy at the request of the Editor. 


Mr. Levy is widely recognized as an authority on the 
Anti-trust Laws of which the new Robinson-Patman Law is 
a part. 

He was a former Special Assistant to the United States 
Attorney General in important prosecutions under the Sher- 
man Law. He is now the counsel for the American National 
Retail Jewelers Association and for many years was the 
counsel for the National Wholesale Jewelers Association. 
Since 1928, he has been an earnest advocate of measures 
intended to curb price-cutting in the jewelry industry. His 
article is directly based upon this experience from which 
he advances the argument that this law will do much to 
repress this practice. 


We believe that our readers will find that this article 
throws useful light upon this new Law. 
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During that period the development and growth of 
these systems of distribution have attracted wide attention. 
Leading economists, the Congress of the United States 
and the Legislatures of many States, the courts of law and, 
more particularly, the Federal Trade Commission, have 
given to this subject, close thought and study. 

The outstanding element involved has been the wide- 
spread contention that the ever-increasing growth and 
power of these systems of distribution have produced di- 
rect and damaging effects upon the vast number of smaller 
and so-called independent merchants. The contention has 
been that in direct proportion to the growth of chain-store 
systems, mail-order houses and department stores, there 
has ensued a decrease in the number of independent mer- 
chants and, more especially, a serious impairment of their 
financial strength and of their normal powers of competi- 
tion. It has often been asserted that if the expansion of 
these major systems of distribution shall continue unim- 
peded, the result will be that distribution of merchandise 
in the United States will, in the near future, be placed 
largely in the hands of these systems; and that the inde- 
pendent merchant will cease to exist. 

As long ago as 1896, President Grover Cleveland, in 
his annual message to Congress, speaking of the existence 
of “huge aggregations of capital,” said :— 


“Through them, the farmer, the artisan and the small trader 
is in danger of dislodgement from the proud position of being 
his own master, watchful of all that touches his country’s pros- 
perity, in which he has an individual lot, and interested in all 
that affects the advantages of business of which he is a factor 
to be relegated to the level of a mere appurtenance to a great 
machine, with little free will, with no duty but that of passive 


(Please turn to page 84) 
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The most exciting radio show of 
the 1936 fall season . . . and one 
of the greatest sales makers you 


have ever known! 


@ Here is the greatest aerial sales offensive 
ever launched for jewelers! A radio show that 
will start scoring the minute the whistle blows! 


Every single performer is already known 
for his “‘box office” appeal. There’s Ed Thor- 
gersen, whose crisp vivid descriptions will take 
you right to the scenes of the day’s greatest 
football triumphs! Kay Kyser and his famous 
campus musical aggregation! Virginia Sims, the 
singing co-ed, to season the show with rhythm 
and romance! Noted football coaches, with 
inside stories of the gridiron. And finally— 
part and parcel with these entertainment fea- 
tures—some of the strongest Elgin selling ever 
done for you. Interesting, persuasive messages 
to help send customers to your store! 


To present this great show, Elgin has 


bought time on 56 powerful outlets of The- 


Columbia Broadcasting System. Every Satur- 
day evening—8:30 to 9:00 P.M., Eastern 
Time—these stations will blanket the nation 
from coast to coast with news and excitement. 


Be sure to tune in this great show every 
week starting October 3rd! Keep on display in 
your window the radio card that has already 
been sent you. Run in your local newspaper 
the ads that have been prepared for you. Tell 
your friends and customers—and help The 
Elgin Football Revue make this an outstand- 
ing watch-selling season for you! 


WATCH CO 


__—=B ALL 
FOOTE -(REvu 





VIRGINIA SIMS 


Her glorious young voice has won for her millions of adoring 
fans. She’ll do swingy modern songs, and old favorites, too 
. in a bewitching style you’re bound to like. 











. of 
ELMER LAYDEN, Notre Dame 


FAMOUS 
COACHES 


Now you can hear the inside 
story of how football his is 
made today —direct from thelips 
of the very men who are making 
it! What goes on between the 
halves—untold tales of the great 
and near-great of the game— 
pigskin science and strategy. It’s 
a real touchdown feature! 








“SLIP” MADIGAN, St. Mary's 
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THE ROBINSON-PATMAN LAW 


(From page 80) 


obedience, and*with little hope or opportunity of rising in the 
scale of responsible and helpful citizenship. Whatever may be 
their economic advantages, their general effect upon personal 
character, prospects and usefulness cannot be otherwise than 
injurious.” 


Although these pregnant words were uttered forty years 
ago, and at a time when chain stores, mail-order houses 
and department stores had scarcely begun their growth— 
they are today even more significantly true than when 
they were written. 

For the barest glance at American cities and towns, 
large and small, at once reveals the dominance of the 
chain store and the decline of the independent trader, 
who is, more and more, being “relegated to the level of 
a mere appurtenance to a great machine * * * with little 
hope or opportunity of rising in the scale of responsible 
and helpful citizenship.” 

In this, as in so many other phases of our country’s prob- 
lems, the wise counsels of our great President have come 
true. 

This new law, therefore, deals not merely with a ques- 
tion of commercial expedience; but with the larger ques- 
tion of good citizenship and, in the long run, the con- 
tinued safety of our scheme of government. The well- 
being and the independence of the “small trader,” for 
whom President Cleveland so- eloquently pleaded, cannot 
be undermined without danger to our body politic. 

This new law ought, therefore, to command the sup- 
port of all right-minded citizens, entirely apart from its 
immediate and compelling business advantages. 

The jewelry industry for more than two decades past, 
stands out among many other industries similarly affected, 
as a significant example of the economic damage predicted 
by Grover Cleveland for, as the result of the growth of 
these systems and of the vast power which they have 
gained, the independent merchant in the jewelry industry 
—manufacturer, wholesaler and retailer alike—has been 
subjected to the steadily undermining influence of price- 
cutting, made possible by secret rebates and other advan- 
tages accorded—often under coercion—to these powerful 
groups. 

The necessary limits of this paper preclude proper 
consideration of the efforts made in Congress by the vic- 
tims of these conditions, to obtain relief. It must suffice 
to cite the example of the Capper-Kelly Bill which was 
bandied about in the halls of Congress for many years, 
only to meet an inglorious end in 1931—a fate clearly 
caused by the dominant power then existing in Congress 
of these systems, who were outstanding exponents of price- 
cutting and the beneficiaries thereof. 

It is therefore of high significance that Congress in the 
present year, 1936, has emphatically shown that this 
dominance has ended, for no more striking proof of that 
fact can be found than the almost unanimous adoption 
by Congress of the Robinson-Patman Law. 

It must also be emphasized that this change in the senti- 
ment of Congress could not have occurred without a 
corresponding change in the public sentiment of the people 
of this country, whose preponderant opinion is now clearly 
adverse to these groups. 

It seems proper to make the foregoing statements as 


explaining the true purpose of this new law, namely, as 
a legislative declaration of the most solemn character that 
the Government and the people of this country are deter- 
mined that the prophetic words of President Cleveland 
shall be given their full meaning and effect, so that the 
independent merchant shall no longer be faced with the 
dangers which President Cleveland so forcefully depicted. 

The Robinson-Patman Law has as its outstanding pur- 
pose the prohibition, repression and punishment of all 
practices whereby unfair advantage is given to those who 
are powerful enough to command it, as against the wel- 
fare and even the existence of the vastly larger number 
of those who are not in a position to command it. 

The new law constitutes an amendment and an exten- 
sion of the Clayton Act which undertook to prevent price 
discrimination. It does so by greatly extending the pro- 
visions of the Clayton Act so that all differences in sales 
prices, whether by manufacturer to wholesaler or by whole- 
saler to retailer, shall be permissible only when based upon 
sound and honest reasons and causes. 

The Clzyton Act permitted discriminations in prices on 
the basis of quantity. It was widely charged—and the 
charge met with the approval of Congress—that abuses 
resulted from this legal permission to make price discrimi- 
nations on the basis of quantity deliveries. It was asserted 
that unjustifiably large discounts were given for very large 
quantities sold to very large purchasers, such as chain 
stores, mail-order houses and department stores—quan- 
tities so large that smaller purchasers were unable to buy 
them even with the inducement of the larger quantity 
discount ; and that the resultant low prices were not justi- 
fied solely on the basis of the large quantities involved, 
but were intended to be, and were in fact, discriminations 
in the nature of secret rebates in favor of such large pur- 
chasers, and to the direct detriment of small purchasers. 
No better illustration of the correctness of this charge can 
be found than in the position of advantage which has been 
occupied by the chain stores and the department stores of 
this country as against the independent merchant, with 
its necessary reaction of consequent damage to the whole- 
saler, and still further back to the manufacturer whose 
welfare is directly dependent upon the welfare of the 
wholesaler and the retailer. Obviously, an outstanding 
and seriously damaging consequence of this situation with 
respect to the wholesaler and the retailer, has been the 
ability thereby given to the larger puchasers to indulge in 
the vicious practice of price-cutting. 

The new law greatly changes this situation, for it per- 
mits quantity discounts only where they do not exceed the 
actual differences or savings in the cost of manufacture, 
sale or delivery, resulting from the quantities sold. In 
other words, the new law requires that a quantity dis- 
count shall mean what it says; namely, a discount calcu- 
lated upon the basis of the savings gained by the manufac- 
turer solely as the result of quantity delivery; and shall 
no longer be used as a subterfuge or device whereby such 
discount amounts in fact to a secret rebate or price dis- 
crimination. 

Space does not permit a proper expansion of the vast 
possibilities which this new provision affords both to the 

(Please turn to page 86) 
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... but the second biggest magazine is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


"yer this fact: The American Weekly has for retailers who sell the everyday necessities and 
reached a record-shattering circulation of nearly _ luxuries of life advertised in The American Weekly! 
6,000,000 copies— two to one bigger than any other 


magazine! What The American Weekly is 
Consider these facts: In 624 of the 3,074 counties in 

the nation are all cities of 10,000 or more population. The American Weekly is the largest magazine in 

68% of all the country’s families live in these 624 the world. It is distributed through the great Hearst 

counties, where 81% of all retail sales are made. Sunday Newspapers. In 627 of America’s 995 towns 


and cities of 10,000 population and over, The Ameri- 
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obedience, and*with little hope or opportunity of rising in the 
scale of responsible and helpful citizenship. Whatever may be 
their economic advantages, their general effect upon personal 
character, prospects and usefulness cannot be otherwise than 
injurious.” 


Although these pregnant words were uttered forty years 
ago, and at a time when chain stores, mail-order houses 
and department stores had scarcely begun their growth— 
they are today even more significantly true than when 
they were written. 

For the barest glance at American cities and towns, 
large and small, at once reveals the dominance of the 
chain store and the decline of the independent trader, 
who is, more and more, being “relegated to the level of 
a mere appurtenance to a great machine * * * with little 
hope or opportunity of rising in the scale of responsible 
and helpful citizenship.” 

In this, as in so many other phases of our country’s prob- 
lems, the wise counsels of our great President have come 
true. 

This new law, therefore, deals not merely with a ques- 
tion of commercial expedience; but with the larger ques- 
tion of good citizenship and, in the long run, the con- 
tinued safety of our scheme of government. The well- 
being and the independence of the “small trader,” for 
whom President Cleveland so: eloquently pleaded, cannot 
be undermined without danger to our body politic. 

This new law ought, therefore, to command the sup- 
port of all right-minded citizens, entirely apart from its 
immediate and compelling business advantages. 

The jewelry industry for more than two decades past, 
stands out among many other industries similarly affected, 
as a significant example of the economic damage predicted 
by Grover Cleveland for, as the result of the growth of 
these systems and of the vast power which they have 
gained, the independent merchant in the jewelry industry 
—manufacturer, wholesaler and retailer alike—has been 
subjected to the steadily undermining influence of price- 
cutting, made possible by secret rebates and other advan- 
tages accorded—often under coercion—to these powerful 
groups. 

The necessary limits of this paper preclude proper 
consideration of the efforts made in Congress by the vic- 
tims of these conditions, to obtain relief. It must suffice 
to cite the example of the Capper-Kelly Bill which was 
bandied about in the halls of Congress for many years, 
only to meet an inglorious end in 1931—a fate clearly 
caused by the dominant power then existing in Congress 
of these systems, who were outstanding exponents of price- 
cutting and the beneficiaries thereof. 

It is therefore of high significance that Congress in the 
present year, 1936, has emphatically shown that this 
dominance has ended, for no more striking proof of that 
fact can be found than the almost unanimous adoption 
by Congress of the Robinson-Patman Law. 

It must also be emphasized that this change in the senti- 
ment of Congress could not have occurred without a 
corresponding change in the public sentiment of the people 
of this country, whose preponderant opinion is now clearly 
adverse to these groups. 

It seems proper to make the foregoing statements as 
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THE ROBINSON-PATMAN LAW 


(From page 80) 


explaining the true purpose of this new law, namely, as 
a legislative declaration of the most solemn character that 
the Government and the people of this country are deter- 
mined that the prophetic words of President Cleveland 
shall be given their full meaning and effect, so that the 
independent merchant shall no longer be faced with the 
dangers which President Cleveland so forcefully depicted. 

The Robinson-Patman Law has as its outstanding pur- 
pose the prohibition, repression and punishment of all 
practices whereby unfair advantage is given to those who 
are powerful enough to command it, as against the wel- 
fare and even the existence of the vastly larger number 
of those who are not in a position to command it. 

The new law constitutes an amendment and an exten- 
sion of the Clayton Act which undertook to prevent price 
discrimination. It does so by greatly extending the pro- 
visions of the Clayton Act so that all differences in sales 
prices, whether by manufacturer to wholesaler or by whole- 
saler to retailer, shall be permissible only when based upon 
sound and honest reasons and causes. 

The Clayton Act permitted discriminations in prices on 
the basis of quantity. It was widely charged—and the 
charge met with the approval of Congress—that abuses 
resulted from this legal permission to make price discrimi- 
nations on the basis of quantity deliveries. It was asserted 
that unjustifiably large discounts were given for very large 
quantities sold to very large purchasers, such as chain 
stores, mail-order houses and department stores—quan- 
tities so large that smaller purchasers were unable to buy 
them even with the inducement of the larger quantity 
discount ; and that the resultant low prices were not justi- 
fied solely on the basis of the large quantities involved, 
but were intended to be, and were in fact, discriminations 
in the ‘nature of secret rebates in favor of such large pur- 
chasers, and to the direct detriment of small purchasers. 
No better illustration of the correctness of this charge can 
be found than in the position of advantage which has been 
occupied by the chain stores and the department stores of 
this country as against the independent merchant, with 
its necessary reaction of consequent damage to the whole- 
saler, and still further back to the manufacturer whose 
welfare is directly dependent upon the welfare of the 
wholesaler and the retailer. Obviously, an outstanding 
and seriously damaging consequence of this situation with 
respect to the wholesaler and the retailer, has been the 
ability thereby given to the larger puchasers to indulge in 
the vicious practice of price-cutting. 

The new law greatly changes this situation, for it per- 
mits quantity discounts only where they do not exceed the 
actual differences or savings in the cost of manufacture, 
sale or delivery, resulting from the quantities sold. In 
other words, the new law requires that a quantity dis- 
count shall mean what it says; namely, a discount calcu- 
lated upon the basis of the savings gained by the manufac- 
turer solely as the result of quantity delivery; and shall 
no longer be used as a subterfuge or device whereby such 
discount amounts in fact to a secret rebate or price dis- 
crimination. 

Space does not permit a proper expansion of the vast 
possibilities which this new provision affords both to the 

(Please turn to page 86) 
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THE ROBINSON-PATMAN LAW 


(From page 84) 


wholesale and the retail merchant, in the combat which 
they have so long been waging against the subversive and 
destructive competition of chain stores and department 
stores. 

An additional and strikingly significant element of this 
new law, in its opposition to price-cutting based upon price 
discrimination, is that whereas the prohibition of the for- 
mer Clayton Act against price discrimination was directed 
only against the seller, the new law now extends this 
prohibition equally against the buyer, making him equally 
guilty with the seller. This ought to operate as an effective 
deterrent to the buyer, not merely with respect to his 
accepting a proffered discrimination, but also with respect 
to his inviting it from the seller or, even more, with respect 
to his coercing the seller into granting such discrimina- 
tion by threat of discontinuance of further dealings. In 
this latter aspect of the subject, manufacturers ought also 
to welcome this new law, for it has often been the case 
that manufacturers have granted these price advantages, 
not of their own free will and accord, but under the pres- 
sure and coercion practised by these large aggregations. 
Surely, enlightened manufacturers are aware that the true 
welfare of an industry depends upon the prosperity and 
progress of the vast number of the smaller and indepen- 
dent units, as against the prosperity and progress of the 
much smaller number of these large aggregations; and 
that it would be better in the long run for all manufac- 
turers to contribute their efforts toward the general and 
widespread well-being of an entire industry, rather than 
to permit and foster the further growth of these large 
aggregations, with the necessary consequence that the vast- 
ly larger number of individual units will languish and per- 
haps decay. Insofar as right-minded manufacturers have 
been unwillingly led away from this wholesome course of 
procedure, by reason of the coercion mentioned, they 
ought also, in common with retailers and wholesalers, 
welcome the relief thus given by this new law. By this it 
is meant to say—upon the basis of a very wide experience 
which the present writer has had in the legal- aspects of this 
difficult problem, through every branch of the jewelry in- 
dustry—that every manufacturer in the industry, includ- 
ing the largest, ought to welcome this new law as afford- 
ing him freedom from the pressure and coercion of his 
larger customers, to the end that he can treat every cus- 
tomer on a fair and equal basis, and thus contribute notably 
to the lifting from the shoulders of the average wholesaler 
and retailer in the jewelry industry, the heavy burden 
which they have borne for at least the last two decades. 

In this presentation of the purpose and scope of the 
new law, it will be observed that no attempt has been 
made to enter into an intimate discussion of its many de- 
tails and of certain possible legal imperfections. This is 
due to the fact that it seems more useful to emphasize 
the outstanding purpose of this law, namely, its prohibi- 
tion against price discrimination, without confusing that 
clear purpose by the discussion of various other elements 
which might thereby distract attention. Accordingly, this 
discussion is purposely limited to emphasizing the power 
given to by far the majority of the manufacturers, the 
wholesalers and the retailers in the jewelry industry, to 
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assert and maintain their own independence and their 
right to earn a living without further oppression and 
dominance. Insofar as it is desirable that some legal guide 
be here given to those who may be confronted with prob- 
lems arising under this new law, it must suffice to say that 
in the main, and pending the announcement of official 
interpretations by the Federal Trade Commission and 
the courts, a safe guide will be an honest and sincere study 
of any existing problems, so as to determine whether, as 
a matter of sound good sense, any policy under considera- 
tion does in true substance and fact amount to a hurtful 
or injurious discrimination, not supported by sound busi- 
ness principles and business morality. 

Much has been said about the obscurity and ambiguity 
of some portions of this new and important law, and of the 
fact that some of its provisions are probably unconstitu- 
tional or otherwise unenforceable. It is true that these 
circumstances exist; but the indisputable fact remains that 
this law greatly strengthens in a constitutional and en- 
forceable manner, the power previously possessed by the 
Clayton Law to repress and punish unfair and uneconomic 
price favors and advantages, whereby powerful groups 
have been made more powerful and the vast number of 
plain or average units, steadily and alarmingly weakened. 
It must be remembered that this law is non-partisan and 
devoid of any political flavor, for it passed both houses of 
Congress by overwhelming majorities in which both Re- 
publican and Democratic members joined. It is in no 
sense an attack on vested interests, for business units 
possessing large resources but not interested in or needing 
special price advantages, will not be injured by it but 
rather benefited by the new opportunities given by this 
law to their average-sized customers, to conduct their busi- 
ness on a free and equal basis and no longer hampered by 
the hidden advantages which have so long been given to 
their more powerful competitors. 

In short, this law envisages a free field to big and little 
alike, with special favors or privileges to none. It ought, 
therefore, to be regarded by all alike, as a constructive and 
wholesome effort to elevate and improve the status of the 
business of this country, upon principles of sound economics 
and morality. ‘To this praiseworthy end, business—both 
big and small—should strive to promote its own and 
the general welfare, by honest adherence to those portions 
of this law which are clearly enforceable, while not 
omitting proper effort to obtain from the next Congress, 
suitable amendment to correct other portions which are 
ambiguous, confusing or of doubtful constitutionality. 

There is sound reason to believe that such effort will 
be championed and supported by high authority, so that a 
sincere demand by business for such amendment will have 
ample and safe guidance and good prospect of success. 

From all of this, it follows that this law deserves to 
receive the wholehearted support of that vast majority of 
American businessmen who do not receive or desire spe- 
cial or hidden advantages over their fellows. They should 
acclaim this law as forecasting a free and open field for all, 
with special privileges to none, for that is the spirit 
through which America has grown great. 

New York, September 21, 1936. 
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Left—The pyramids’ shadows on 
the sands denoted time 6,000 years 
ago. Below—Alfred the Great was 
the first to use candles to measure 
the passage of time. 






PAINTINGS 
DEPICT PROGRESS IN TIME TELLING 


by 
EDWARD H. SYKES 







Above—In the Middle Ages time was told 
by the shadow of the sun dial’s pointer. 
Right—The grandfather clock, or pendu- 
lum clock, was one of the earliest types 
of clocks. 







Left—Finally, modern time is symbolized 
by the electric clock. 





I sought a series of oil paintings which would show the 
evolution of time pieces, with all their interesting history, 
and make people watch-conscious.” It took the artist 
almost a year to execute these maurals and they have 
created a large amount of interest. 

The murals will be hung permanently around the bal- 
cony in the Unger store. They are approximately 30 
inches high and of varying lengths to conform to the con- 


4d 
, Through The Years” 


is the subject of an interesting series of five mural paint- tour of the balcony. 

ings recently purchased and installed in the store of Max The subjects of the paintings, and the descriptions which 
Unger, energetic and progressive credit-jeweler of Pitts- they bear, are as follows: 

burgh, Pa. The paintings are from the brush of Herbert (1) The Pyramids—The earliest method of telling 
H. Davis, Pittsburgh artist, who was educated in English time. The shadows cast by the Pyramids on the sands 
schools. denoted the passing of time 6000 years ago. 

Mr. Unger, who specializes in the sale of watches, con- (2) The Candle—Alfred the Great was the first to 
ceived the idea of a merchandising appeal from the paint- use candles as a means to measure the passing of time. 
ings, which would depict the evolution of time. The fin- (3) The Sun Dial—In the middle ages the sun dial 
ished works appeared in the rotogravure section of the was commonly used and time was told by the shadow of 
Pittsburgh Press, and Mr. Unger is arranging a public the pointer falling on the dial marked with the hours. 
exhibit, outside his place of business, to which the children (4) The Grandfather Clock—The grandfather clock, 
in the Pittsburgh public schools have been granted per- or pendulum clock, was one of the earliest types of clock. 
mission to attend, primarily because of the educational (5) Modern Time—The modern clock is electric. 
value of the display. This picture denotes the progress of time, modern archi- 

“Our store does a large business in watches,” Mr. tecture and means of saving time, such as aeroplanes, 
Unger told THE JEWELERS ‘IR ULAR-KEyYSTONE, “and trains, etc. 
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Announcing the 
“AMERICAN CLIPPER” 


by BULOVA 
IZ jewels . . . 23” AMERICAN 


Starting October 15th powerful radio stations from coast to coast will feature CLIPPER (B) 
the Bulova “AMERICAN CLIPPER” in merchandising announcements .. . 17 jewels; yellow 


reaching every home in America. It will also be featured in four colors in rolled gold plate; 
leather strap . . . 


the Saturday Evening Post. $929.75 
Make this tremendous advertising campaign sell watches for you. Display 

the “AMERICAN CLIPPER” in your windows. Feature it in all your advertising. 

Let people know that you are offering a man's 17-jewel Bulova in the charm 
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What one cash jewelry store learned about 


selling on the weekly payment plan. 


By RUEL McDANIEL 


41°F O sum up and condense our experience into a few 
words, I’ll say definitely that I like it,” declares 
Chase Holland, owner of Holland Jewelry Co., San 
Angelo, Texas. 
Mr. Holland has reference to the company’s new policy 
of selling on the weekly deferred payment plan. His 
opinion is based on six months experience with the plan. 


Price rates prominent dis- 
play in this advertisement of 
the Holland Jewelry Co. 
















The Holland Jewelry Co. is a pioneer, conservative 
concern. It has built up its business and reputation by 
handling high quality merchandise of known make and 
selling either for cash or on regular open account to 
persons of good credit risk. “Naturally it took us a long 
time to make up our minds to try the ‘dollar down’ idea,” 
Mr. Holland emphasizes. 


The company did not in any manner alter the charac- 
ter of its merchandise when it expanded its merchandising 
efforts to take in the “dollar down” customer; nor did it 
do anything radically new in informing the public of the 
expansion. 

“As a matter of fact,” Mr. Holland explains, “we 
realized that we had been in the credit jewelry business 
all along, but wouldn’t admit it to ourselves or to the 
public. The difference was that before openly advertising 
our ‘dollar down’ plan we were waiting six or eight 
months to get our money—or any part of it—in many 
cases, whereas now we get some of it the moment we make 
the sale and then a little more every week for six months 
or so. 

“Long before we began selling on the weekly payment 
plan, we were asking slow-pay open account customers 
to pay us a little each week or each month, as they could, 
until they paid out their over-due accounts. We were 
doing a deferred payment business, without any of its 
benefits.” 

There was no ballyhoo connected with launching the 
deferred payment plan. After finally deciding to adopt 
the policy, the company merely began to run a couple of 
lines of type of modest size somewhere in each store 
advertisement, saying that the item or items featured in 
the copy could be bought at a specified sum down and a 
specified amount each week. That, the firm found, was 
all that was necessary to bring in customers as fast as 
they could be handled in an orderly and safe manner with- 
out adding to the selling and office staff. 

The company will sell anything in the house on the 
(Please turn to Page 92) 
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Six Months at a Dollar Down 
(From page 90) 


weekly payment plan. There is no minimum price, or 
maximum. Recently a young man came into the store and 
bought a fountain pen at $4, paid a dollar down and paid 
the balance in three weekly installments. It was the first 
time the fellow had ever bought from the store, because 
he had never had enough available cash at any one time to 
buy any item he wanted outright. 

On another occasion, the wife of a wealthy business 
man came in and looked at an expensive set of silver- 
ware. When she definitely decided to leave to “come 
back again later,” Mr. Holland diplomatically suggested 
that she might purchase the set on the deferred payment 
plan if she wished. She “‘poo-pooed” the idea at first. 

“Well you know a lot of people are buying a lot of 
things that way,”’ Mr. Holland replied. “I would not be 
able to drive the car I have today, for example, had I not 
bought it on the deferred payment plan. Some of the 
finest homes in town are being paid for the same way...” 

A few days later she came back. “I’ve been thinking 
over what you said about that weekly-payment thing,” she 
admitted, “and I’ve decided I can pay for the set out of 
my allowance, without my husband’s knowing anything 
about it.” As a matter of fact, Mr. Holland thinks, she 
and her husband had talked over the matter and had de- 
cided that that was the logical way to pay for the set. 

The weekly payment plan has definitely increased vol- 
ume for the Holland store, Mr. Holland says; although 
he cannot estimate exactly how much, because general 
business has been increasing at the same time. It has not, 
to the knowledge of anyone in the firm, driven away a 
single customer ; but it has added a number of new ones. 

During the first six months the company failed to 
collect fully on six different sales; but none of these was 
a total loss and the average item was more than half paid 
for before the customer disappeared. 

Although the company requires a written payment con- 
tract on all deferred payment sales, it does not rely so 
much upon the contract as upon the “selling” of a cus- 
tomer on the necessity of making his payments regularly, 
at the time of sale. Mr. Holland handles as many of 
these sales as possible himself, in order to talk to the cus- 
tomers individually about credit. The company relies 
much more upon the appearance of the individual than his 
local credit rating, when granting credit. It has sold 
several customers with exceptionally bad credit standing 
and had no trguble whatsoever with collections. 

All deferred payment contracts call for payments 
weekly, and must be paid out in six months or less. The 
cash payment and the weekly installments are figured out 
to make the contract terminate in approximately six 
months. 

The company charges no interest on such contracts, 
and it gives no cash discount or other favors to cash cus- 
tomers. It has not been necessary to add a collector or 
any other additional help in order to handle the deferred 
credit business. When a customer fails to pay promptly 
or come in and explain his delay, a member of the force 
telephones him or writes him a brief note. At the time 
the sale is made, and consistently thereafter, the customer 
is urged to come in or telephone the day his payment is 
due, if it is impossible to meet it. 


“This brings people into the store regularly, and that 
in turn leads indirectly to further sales,” Mr. Holland 
declares. 


The Shipley Hand Polariscope 


A new gem-testing instrument—the hand polariscope— 
has recently been developed. It is expected that this in- 
strument will prove of value to jewelers, as it readily and 
conclusively distinguishes glass imitations from the great 
majority of genuine stones. Several other important tests 
may also be made with this instrument. 

The instrument is of simple construction, and mounted 
between the two fixed end caps is a cylinder which can 
be rotated. One portion of. this cylinder consists of a 
removable door in which is mounted a knurled head. On 
the opposite end of the knurled head is a beeswax support 
used to hold the stone to be tested. Turning the knurled 
head from the outside of the polariscope, with the door 
in position in the cylinder, turns the gem being tested 
inside the instrument. The door is of sufficient size to 
permit the entrance of even a very large ring and there- 
fore mounted stones can be tested. In all tests, the cylin- 
der is rotated while the end caps are held in a fixed 
position. 

The principal value of the hand polariscope is that it 
immediately distinguishes singly refractive transparent or 
translucent substances from doubly refractive. In order 
to perform this determination the 0 or 180 degree mark 
on the end cap is set opposite the indicator. The gem is 
then mounted on the beeswax support and the door is 
placed in position in the cylinder. Rotation of the cylinder 
may produce one of two effects. The stone may remain 
dark or show very little light during this rotation or it 
may become alternately brightly lighted and quite dark. 
The first is the appearance of an isotropic (singly refrac- 
tive) substance which does not alter the light so as to 
allow the polarizers to transmit it. The alternate light- 
ness and darkness of the stone as it is rotated is seen only 
in doubly refractive materials which do alter (polarize) 
light and therefore allow it to pass through both 
polarizers. 

Doubly refractive stones become alternately light and 
dark as the cylinder is rotated. During one complete rota- 
tion they show light four times and dark four times. 
Isotropic materials remain comparatively dark and but 
rarely show any pronounced change from light to dark as 
the cylinder is turned. 

Pleochroism may be observed with the hand polari- 
scope. The 90 or 270 degree mark on the knurled ring 
is set opposite the indicator and the cylinder is then ro- 
tated. If the stone has pleochroism and is not being 
observed along an optic axis it will change color during 
this rotation. Often turning the knurled head to which 
the gem is attached will serve to increase the difference 
between the pleochroic colors. 

By determining whether a stone is isotropic or aniso- 
tropic (doubly refractive) the great majority of glass 
imitations can be detected, since glass is isotropic, while 
all gem-stones, except those of the cubic system, are doubly 
refractive. Gems of the cubic system include diamonds, 
all garnets and spinel. 

Another use for the polariscope which will be valuable 
to any jeweler who does repair work is its ability to detect 
anomalous double refraction in the diamond. 
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J : @ You don't buy merchandise—you buy quality and profit. 
b In fountain pens the greatest dealer profit is in Sheaffer's because 
. the Sheaffer average unit-of-sale is the largest in the industry— 
; : over $6—with many dealers averaging $6.50, $7 and more. 
:. Sheaffer's Lifetime° pen, selling from $8.75 to $18, in quality, dollar 
it volume and resulting dealer profit is the outstanding achievement of 
Ss the industry. 
9 Yet Sheaffer quality is offered in all price classes—down to $2.25— 
with compelling customer advantages as the price range goes up. 





“4 ‘ 
4 Sheaffer's fine merchandise is backed by the only continuous 4-color 
advertising in the industry, and publicity on the famous "7" features 
—reaching over 125,000,000 persons; by Sheaffer's dealer-minded 
policies; by Store-Tested Selling Plans. 

Sheaffer quality will give you greater fountain pen profits in propor- 
tion to your taking advantage of the facts. Feature the Biggest 
Profit Line in Pens. Feature the leader! 


| W. A. Sheaffer Pen Company, Fort Madison, lowa 


OPEN EACH SALES DEMONSTRATION WITH SHEAFFER'S TESTED 
SELLING PHRASE, "ONLY SHEAFFER HAS ALL SEVEN," AND 
WATCH THE UNIT-OF-SALE CLIMB 


* Rea. U. S. Pat. Off. 
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Light, shining through transparent shelves, 

dramatizes the glassware, which is shown in 

front of a black background, on rising tiers 
encircling the room 


err flowing lines, 


indirect lighting that dramatizes the merchandise, and 
plenty of color distinguish the new chinaware department 
and the modernized glassware department in the store of 
Philip H. Stevens Co., Inc., 63-65 Pratt St., Hartford, 
Conn. 

These departments are housed on the second floor of 
the establishment. Wrought iron grills mark the division 
between the two sections and give an illusion of great 
distance because they allow an unobstructed view of the 
rooms. 

“The china department is finished in white with red 
stripings in the woodwork, and the hangings and rug are 
of a corresponding color.” says A. L. Terwilliger, in de- 
scription of a showroom that is both practical and at- 
tractive and that therefore represents modernism at its 
finest. 

“In addition to the overhead lighting, there is also an 
entirely new lighting effect for the display fixtures, 
obtained by putting vertical lights in the cut-out openings 
between the partitions which throw light on the china, 
but are hidden from the view of the customer. These 
lights bring out remarkably well the details of patterns 
against the white background. 

Only the better grades of china and porcelain ware 
are carried, in patterns of Lenox, Spode, Wedgewood, 
Royal Doulton, Minton, Coalport, Crown Derby, Royal 
Cauldron and Royal Worcester.” 

Lighting plays an even bigger part in the effectiveness 
of the glass display in the adjoining room. Not having 
the advantage of the six large verticle windows in the 


CHINA AND 
GLASS IN A 
MODERN 
SET TING 








Vertical lighting and red and white striped 

woodwork, hangings and rug aid the merchan- 

dising of chinaware in that thoroughly modern 
department. 


china department, the glassware depends upon artifical 
light almost entirely for its effect. 

The glassware stands on transparent shelves before a 
black background. The light thrown up through the glass 
shelves brings out the detail in finer cuttings of crystal 
for which this house is noted. The room itself is decor- 
ated in ivory, blue, black and silver. 

Glassware is shown in great variety on the rising tiers 
which circle the room. ‘The pieces range from replicas 
of antique patterns to modern table decorations. ‘There 
are reproductions of Waterford cuttings and refractive 
designs in crystal... Stem glasses occupy a notable section 
of the room and are placed opposite an inclusive selection 
of individual glasses and containers for particular pur- 
poses. The facilities offered for wine and cocktail use are 
complete. A feature is the sets of glasses for diverse oc- 
casions styled alike. Candle-sticks, vases, flowers and 
other objects take a prominent place. 
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Haviland Chinaware Now Made in America 


AVILAND chinaware of American manufacture, 

with a creamy white body, claimed to be as thor- 
oughly vitrified and as translucent as the ware which has 
been produced in France for nearly 100 years, was in- 
troduced to the trade at the recent Merchandise Mart 
Gift show, in Chicago. 

The large factory of the Chenango Pottery Co., New 
Castle, Pa., modernly equipped to make it one of the 
finest of its kind, is operating cooperatively with Theodore 
Haviland & Co., 26 W. 23rd St., New York, to produce 
the new dinner service. 

Borrowing from the French factory the moulds for 
the two shapes in which the line will be manufactured 
at present—Pilgrim and Ile de France—there will be 
16 patterns employed. 

The house of Haviland had its inception in 1839 when 
David Haviland, who had conducted a chinaware shop 
in New York, established a factory in the small French | 
village, Limoges, to which place he had traced a par- | 
ticularly lovely tea service. 

Continuing his father’s business, Theodore Haviland 
in 1890 erected the largest, best-equipped factory in 
Limoges which continues to produce the ware inter- 
nationally famous. A grandson of the founder, William 
D. Haviland, and a great-grandson, Theodore Haviland, | 
2nd, have now succeeded in the business. | 








Ow Dominion 


EVERCRAFT 
Leite by ate 





“Lucky” you! Here’s a “Double Fresh” 
group of smokers’ giftware that will 
“Satisfy” every customer—and you'll “get 
a lift” in Fall sales volume. 


At the top is the Old Dominion Cigarette 
Box, newest of new! A strikingly modern 
combination of polished chrome and waxed 
walnut. Easily holds 60 cigarettes. Four 
concealed feet prevent it from scratching 
table top. 


No. 5162... $7.20 dozen. Same in Colonial 
Bronze and waxed walnut—No. 5162 B.. . 
$7.20 dozen. 


The demand for American-made products, and for a_ | 
quality line in keeping with the advances made by the 
ceramic art of this country, almost assure the ready ac- 
ceptance of the new line. 





The element of heaviness, which is carefully avoided 
in trying to achieve a really translucent china, has been 


successfully met in the new Haviland. 

It is expected that an item long sought after by the 
American chinaware dealer has been found, to fill the 
gap in quality merchandise at a price level commensurate 
with the average family purse. 

Although the 16 patterns divided between two shapes 
represent a wide selection, this new offering is only a 
promise of what can be expected, as the research to date 
has been principally in developing the body of the china. 

First deliveries are scheduled for Oct. 1. The Havi- 
land policy, which gives a dealer exclusive rights to one 
pattern in his city, will be continued. 

Although Haviland has always been considered French 
ware the family through four generations has retained its 
American citizenship. With the adaptation of the knowl- 
edge of 100 years’ experience to the ceramic artistry which 
has developed in this country a typically American china 
worthy of the proud name of Haviland may be expected. 





Arthur Tateosan has moved to the street floor of the 


Write for new catalog on the complete line 


or see it at the following 


show rooms: New 


York, Room 617, 225 Fifth Ave.; Chicago, 
The Zangs, Merchandise Mart. 


i piece of apple 
fits im the top of 


$7.20 Doz. 


Generous-size Hur- 
ricane Pipe Ash 
Bowk (top) with 
handy cork bumper. 
ilso holds “‘match 
buds.” Polish 
chrome No. 5171. 


icane Jr. (left) 
op A 
Merchants Building on West 8th St., Los Angeles, Calif., (right) Same as 
0. 
after occupying a room on the upper floor for the past No. 5169, $5.40 


nine years. A smart compact store which is modern in 
every respect is now occupied by him. The store will con- 
tinue the same policies as heretofore, doing a charge busi- 
ness and specializing in diamonds and American watches. 
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China and Glass for the 
Jewelry Trade 





A Selected line of Specialties and 
Staples in Stock and ready for 
prompt delivery. 


Catalogue on Request 





Paul A. Straub & Co. 


INCORPORATED 


105-107 Fifth Avenue 
At 18th Street New York City 





98 








A SMOKING COMPANION 
for EVERY OCCASION for EVERYBODY 


oe 


SHOWROOMS 
NEW YORK CITY, 225 5th Ave.—CHICAGO, Nor- 
ton-Bolender, Inc., 1544 Merchandise Mart—LOS owe 
ANGELES, Dillon-Wells, Inc., 760 West 7th St. 


McDonald Products Corp. Buffalo, N. Y. 


Models of Distinction made of heavy gauge 
copper and solid walnut. 

Price range from $.50 to $25.00 retail. 
Catalogue mailed on request. 


























ORDER YOUR | 
CHRISTMAS 
NORMA’S 
NOW! 















Now is the time to 
order your Christmas 
Assortment of Norma's. 
This unique 4-color pencil is a 
big hit as a gift item. It has such 
outstanding novelty and appeal that it sells 
on sight and is so useful that many NORMA 
fans present this clever pencil to a whole 
list of their friends. 5 handsome models, 
retailing for $3.50, $5.00, $8.50, $12 and $100. 
For full particulars, write: 








NORMA PENCIL CORPORATION 
150 Broadway, New York City 


Western 
Representative 
Fred L. Lee & Co. 
204 Market Street, 
San Francisco, Cal. 
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Nudes in Art 


By SHEPARD BARCLAY 


VEN modern grandmothers have forgotten their Vic- 
E torian traditions sufficiently to accept the role of the 
nude in modern decoration. ‘Therefore, as decorative art 
consultant, it is to be expected that the jeweler who has 
a gift department must be something of a connoisseur in 
figurines and other nude treatments. 

It may be a comfort to the jeweler, to know that nudity 


has an authentic place in art, and there is plenty of it 





Shepard Barclay 


which will give offense to no one. As a matter of fact, 
that is the only kind that should be considered by the 
jeweler. By all means avoid the vulgar. The subject 
should emphasize the positive virtues of beauty, bravery, 
courage, innocence and the like, and never by any kind of 
intimation or innuendo should it do the opposite. 

The nude, aside from its intrinsic beauty, which is, of 
course, always and ever its own excuse for being, may 
often introduce into a room a cultural allusion that car- 
ries special delight. Nudes expressing music and poetry, 
the muses, the legends of classic times, the myths and 
fairy tales of many ages, have paraded or danced through 
the centuries. Sculptors and painters alike have found 
in them their finest inspirations. 

Countless are the infant babes shown with pictures of 
the Madonna. Raphael alone has many Holy Families 
showing the nude infant, among which La Belle Jar- 
diniére in the Louvre, and the Madonna del Prato in 
the Imperial Gallery of Vienna are very popular. ‘The 
Madonna delie Arpie of Andrea del Sarto, the mystic 
Marriage of St. Catharine of Correggio are further well- 
known examples. There is the famous Sleeping Venus 
of Titian in the Pitti Palace. The Three Graces have 

(Please turn to page 103) 
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SPODE’S 
“‘PEPLOW”’ BONE CHINA 


Pictured above is Spode's Peplow Bone 
China. Spode in his early career as a 
potter wisely selected for his design 
motifs the Chinese and pure English. In 
Peplow we have the Chinese influence 
combined with an English border. 


The charm of Peplow lies in the well bal- 
anced arrangement of the center motif 
of jar and flowers. The verge bead and 
rim groups complete a perfect setting. 


Peplow is painted in soft rich coloring, 
green, mauve, rose, and orange, and is 
suitable for any fine English or Eighteenth 
Century setting. 


Stock is carried in New York City. 


Send for illustration, prices, and sample 





COPELAND s THOMPSON inc. 


206 FIFTH AVENUE - NEW YORKCITY 





























Visit our new enlarged 
225 5th Ave. show room 





JET EIAE Peereettroe 
NG 
* 


LIVINGSTON'S 


Srrterrerrer @ 
IN 


PW.oE. & 


2) 5 


‘225 FierTH Ave 


eee er eer rer eeee 


Write for leaflets 





FOP POET FAERIE SHE RH ERTE® 


FRO CCCCEFE ROCCE SMP OFEOESOCEROESTEFECRFEV TCE ES 


CHICAGO SHOW ROOM 
1564 MERCHANDISE MART 














. Knives—Comb and File 











I TEMS in 

the Gold Top 

line are the prod- 

uct of a_ special- 
ist in Pocket 
Knives whose line 
is widely known as 
representing top value 
in style, quality and 
price. Ask your whole- 
saler to show _ you 


7553 Knife 
C712 Comb and 
File Set 


Sets—Tie Slides—Money 
Clips. Made in 10k and 
14k gold—gold filled—rolled 
gold plate—sterling silver— 
and are closely priced. Ask 
your wholesaler. 


JEWELRY & CUTLERY 


NOVELTY CO. 


No. Attleboro, Mass. 


NEW YORK CHICAGO 
21 Maiden Lane 1104 Heyworth Bidg. 
SAN FRANCISCO 
704 Market St. 





Italian Fibre Book-ends .. . $1.50 pair 


Many appropriate subjects, well weighted and felt-bottomed 
to prevent marring furniture. ‘First Problem," left, and Owls, 

right, are in antique ivory embellished with 14-kt. gold. 

"Classic Steed,'' center, pure white glaze. SEND FOR CATA- 

LOG. 


Tole ... by Frances Martin 


All hand-decorated; wide variety of colors and designs. Ring 
Candle-Flower Holder—26” base, center ring 10” diameter, 
each $5.75. Fan Cocktail Tray—spiral edged, each $1.75 
($19.80 per dozen, '/2 doz. minimum). Lily Cocktail Tray— 
each $2.25 ($24.00 per dozen, '/2 doz. minimum). 


H. S. BAILEY 





230 Fifth Avenue, New York City 











FOREMAN WANTED 


Competent man wanted to fore- 
man and take charge of produc- 
tion in factory making mountings, 
wedding rings and gold rings. 
Capable man with successful rec- 
ord in handling men and arrang- 
ing production. Good future in 
growing factory. Give full in- 
formation which will be held con- 
fidential in first letter, stating 
previous and present employ- 
ment and references. To be avail- 
able immediately. Will arrange 
for New York interview. Good- 
man & Co., 41 W. Washington 
St., Indianapolis, Ind. 


GOODMAN & CO. 


41 W. WASHINGTON ST. 
INDIANAPOLIS, IND. 
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Smokers’ Stands 
By E. F. McDONALD 


SEARCH for an attractive smoker’s stand was not 

so long ago equivalent to looking for the proverbial 

needle in the haystack. A furious exploration of every 

possible source brought only the realization that there 

were no really good looking ones, and that one might as 

well be philosophical about it and choose the least awful 
of many evils. 

A sad looking brass rod topped by a small saucer-like 
glass tray with a dreary looking match stand at one side, 
and an entirely useless quarter-inch cigar rack on the 
other, was just about the best one could find, and this was 
finally sent home to be parked in an obscure corner until 
the male element of the household in unison went about 
once more crying aloud for a definite place to store dead 
ashes and to keep the so-essential tobacco, pipes, cigarettes, 
cigars, holders, matches, and all the cluttered impedimenta 
so necessary to their enjoyment of smoking. ‘Then the 
feverish search and the same futile performance took place 
once more, each time the shopper a little more desperate. 

Either a prophet appeared in the land, or some kind 
soul enlightened the manufacturers, for today all this is 
changed. Even the very small jeweler has at least a dozen 
specimens of equipment for the genius smokiana, and the 
most widely differing tastes may be satisfied. 

Today conventional dignified floor stands and table 
model ash receptacles can be had for the home, office or 
club that will fit into any decorative scheme. 

In the metals, some very attractive modernistic versions 
appear, delightful to look at, delightful to use. The never- 
fail scissor action and stainless metal top make these mod- 
els of distinction the pride of every smoker. Scissor action 
is a step forward in sanitary smoking equipment. Dead 
smoking odors no longer need irritate you. Scissor action 
receptacles trap ashes and smoking refuse instantly. 

Then came the woman smoker. For the first time the 
housewife took an active interest in ash trays and cigarette 
holders. She demanded something which would not, by 
its ugliness, mar the rest of her household. And so the 
authentic ash receiver, made to be used for that purpose 
alone, is a comparatively recent development. Trays of 
a sort made their initial bow to the public some time ago 
but remained outcast until recently. 

Less than a decade ago the ash tray was considered a 
necessary horror. People never thought of buying one for 
themselves. The assortment from which the buyer had 
to choose was pitifully small. There was a standard type 
of massive receptacle for the masculine customer. This 
occupied an ignominious position in the mart, and was 
relegated to the “den” at home and allowed to peep forth 
only when the house began to resemble the Last Days 
of Pompeii. For the hostess there was an array of entirely 
inadequate small trays which invariably overflowed after 
receiving the remains of one cigarette. With the present 
examples of genuine practical artistry, all that is changed. 

An actual need, brought about by increased smoking, 
combined with the growing appreciation of the buying 
public for beautiful things has caused a revolution in this 
once humble realm, until today every well equipped jewel- 
ers’ gift department displays an amazingly varied assort- 
ment. 
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* A nN i mportant A nunouncement * 


BY 


THEODORE HAVILAND & CO., INC. 


The name of Haviland has been associated with 
fine French pottery and china for almost a cen- 
tury. This reputation has been guarded and 


protected zealously. 


* 


Now, we announce that, whereas this famous 
china has heretofore been produced ex- 
clusively in Limoges, France, there are now cer- 


tain shapes and patterns of 








THEODORE HAVILAND CHINA 
MANUFACTURED IN 
AMERICA 





26 W. 23rd ST. 





Moulds of the famous “PILGRIM” and "ILE 
DE FRANCE" shapes have been imported from 
France and these shapes will be available in a 
variety of typical Theodore Haviland decora- 
tions from chromos imported from the Haviland 


plant in Limoges. 


The manufacture of Theodore Haviland china 
in America is the result of many months of 
research and experiment. Its introduction has 
met with immediate and sensational success 
and merits the prompt investigation of every 


buyer of fine china. 


THEODORE HAVILAND & CO. 


INCORPORATED 








NEW YORK, N. Y. 













































































INSURE LARGE RADIO PROFITS 


WITH THE NEW 1937 


FAMOUS SINCE BROADCASTING BEGAN 


An 
Outstanding 
Line 
With List 
Prices From 


$12 50 
$49.95 


STUDY THESE FEATURES— 
@ Model FE-62—Powerful 6-tube @ Two bands — Broadcast and 





Superheterodyne Set. American Short Wave — all 
@ Large oval,- full vision, multi- police, aircraft, amateur. 
colored tuning dial. @ Handsome, rubbed walnut veneer, 
@ Incorporating Metal Tubes— two tone cabinet. 
Tone Control — Wave Band @ Width 13”, Height 11”, depth 
Switch. TV". 
@ Self Contained Aerial — no @ Works on either AC or DC 
ground needed. current, 


DISTRIBUTORS AND DEALERS — Write for 
catalog and wholesale prices on complete line. 


FREED MANUFACTURING CO., Inc. 


44 WEST 18th STREET NEW YORK, N. Y. 





























MIRPO 


The Silver Polish De Luxe 


The best and most successful 
dealers everywhere and in 
every line are those who stock 
and recommend the better 
merchandise to their trade. 
MIRPO, The SILVER POLISH 
DE LUXE will prove by test as 
the best. Try it. Place an order 
today thru your wholesaler or 
direct. 


8-Ounce size bottle retails for 50c. 
Your cost: $36.00 per gross 
18.00 1/2 Ps 
3.25 per dozen 
WHOLESALERS: 


A. M. Gilbert & Co., 704 Market St., San Francisco, Calif. 
Swartchild & Company, 29 East Madison S8t., Chicago, Il. 
A. C. Becken & Co., 29 East Madison St., Chicago, Il. 
John H. Detrich, 37 South Wabash Ave., Chicago, Ill. 
Ewing Bros., 5 Plaza Way, Atlanta, Ga. 

Omaha Crockery Co., Omaha, Nebraska. 

J. L. Teeters Co., Lincoln, Nebraska. 

S. H. Clausin & Co., Minneapolis, Minn. 


MIRPO PRODUCTS MFG. COMPANY 


LA PORTE, INDIANA 
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A GIFT SERVICE 
ANNOUNCEMENT 


WHAT DO YOU WANT T0 
KNOW? 


DO YOU WANT TO KNOW WHERE TO 
BUY CERTAIN TYPES OF GIFTWARES? 


WHAT AND HOW MUCH TO BUY IN 
OPENING A GIFT DEPARTMENT? 


WHAT ARE AMONG THE BEST SELLING 

NOVELTIES AT THE PRESENT TIME—OR 

WHAT TYPE OF A CERTAIN CLASS OF 

MERCHANDISE YOU SHOULD GET FOR 
YOUR LOCALITY? 


THESE and a host of other questions will 

be answered at no charge to JEWELERS’ 

CIRCULAR-KEYSTONE readers, who will 

write to the GIFT INFORMATION BU- 

_ REAU on their regular letterhead outlining 
their problem in full. 


Gift merchandise is style merchandise and 
one of the first requisites of success is the 
ability to keep abreast of the market. 


Located in the heart of the gift field, our 
expert is in close touch with all manufac- 
turers and importers. As a result of our 
expert's years of experience, he not only 
knows the best sellers in the standard lines 
but is unusually well qualified to pick the 
winners from among the many items 
offered every year. 


Jewelers who want to know what to buy, 

when to buy and a host of other questions 

related to: getting the proper merchandise 

will get a ready and helpful response to 

any questions directed to our Gift Infor- 
mation Bureau. 
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Nudes in Art 


(From page 99) 


served many artists such as Rubens, Regnault and others 
who have found this subject an opportunity for nude 
studies. Puvis de Chavannes has done some lovely things 
in this form, such as his Hope. The little cupids seen in 
the excavated houses of Pompeii are precious little things, 
especially appropriate by reason of their activities, for 
dining-room pictures, or for children’s rooms. ‘There are 
well-known figures of Henner. Bouguereau has many 
cupids and other work, as indeed have numerous other 
painters. 

Many sculptors have found Diana a rewarding subject. 
Saint Gaudens, MacMonnies, Janet Scudder, Warner and 
others have portrayed her, generally dressed in rays of 
the moon whom she represents. Any abstract portrayal 
such as that of maidenhood, has been gloriously done in 
many interpretations. ““The Golden Hour,” by Rudolph 
Evans, is a delightful conception. ‘The “Hygeia” of Sherry 
Fry, and Mrs. Burrough’s “On the Threshold” are 
other expressions of the same subject. Again, the up- 
reaching of a Mercury gives height and grace to a room, 
especially “Mercury Taking Flight,” by Giovanni da 
Bologna. 

It may be stated that reproductions of good works of 
art are decidedly preferable to originals of slight merit. 
In the sometimes perplexing matter of selecting nudes, 
this is often a good guide. If the work has been done 
by a recognized master, it is at least sure to be artistically 
good. Nudes today serve many utilitarian purposes. We 
find them ornamenting lamps and various other lighting 
fixtures, bookends, candlesticks, flower holders, bowls, 
screens and the like. 

Every jeweler can provide reproductions of recognized 
masterpieces or of the splendid work by contemporary 
artists. 


Interest in Bridge Sets 
By Frank H. Williams 


ITH the increasing interest in bridge sets, consist- 

ing of score pads and place cards, and with the 
greater sales of such sets by the gift departments of jewelry 
stores, there is a splendid chance for such departments to 
do something unusual and particularly striking by offering 
hand-painted localized sets. 

Such sets can consist of score pads and place cards 
carrying local painted scenes. Or they can even carry 
paintings of the homes of those wealthy hostesses who 
want to do something more expensive and elaborate than 
anyone else when entertaining their clubs or when having 
two or three or more tables of bridge. 

It isn’t difficult to secure such locally painted bridge 
sets. In almost every town there are numerous artists 
who are adept with water colors and who will be glad of 
commissions to prepare such sets. And, of course, many 
artists will be glad to do the work at very nominal prices. 
Or, if painted local scenes seem rather too expensive, the 
department can have one attractive scene done in pen and 
ink and can then have a cut made from it and sets printed 
up from this cut. 

A big thing in the way of display and exploitation can 
be made of such localized sets by the gift department of 
the jewelry store. 
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At the Chicago and New York Gift Shows the 
leading Retail Jewelers from all over the coun- 
try again endorsed the 


ARMOUR HAND FORGED ALUMINUM 


by buying in increased volume 





Examples of a few of our 
leading numbers 


A. STANLEY BRUSSEL 
225 FIFTH AVE., NEW YORK, N. Y. 


SOLE DISTRIBUTOR 


Descriptive price list on request 

















THE THRILL OF A LIFETIME 





In the Orient divers seek on the ocean bottom the 
oyster within whose shells are found the lovely and 
precious pearls. 

Now we have brought this oyster to you preserved 
in a can that may be opened by you at your will 
anywhere—any time—thereby getting the thrill of 
a lifetime in finding the pearl therein. 

Every package guaranteed to contain a cultured 
pearl suitable for mounting into jewelry. All oysters 
opened have contained pearls from five to twenty 
grains each. You will also receive many orders: for 
setting these pearls in mountings. 


Be one of the first to sell this most educational 


novelty. 
WRITE FOR OUR THRILL PAGE 


STEPHEN VARNI COMPANY 


580 FIFTH AVENUE, NEW YORK CITY 
DISTRIBUTORS 
UNUSUAL GEMS AGENTS WANTED 
















































































Meeting with great success is 
this matched set, in 14 karat 
yellow gold by J. R. Wood & 
Sons, Inc., 1325 Atlantic Ave., 
Brooklyn, N. Y. The diamond 
engagement ring retails at $100 
and the diamond wedding ring 
at $25. 


Entirely hand -made— not 
moulded — and of classic de- 
sign, this crystal glass bowl is 
suggested by the Pairpoint 
Corp., New Bedford, Mass., for 
Christmas selling at $16.65. 


SeLE | 
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Decidedly in the modern mood is this bracelet of 

four strands of graduated pearls—one of the many 

charming Mikimoto designs in genuine cultivated 
pearls, priced to retail from $150. 


Me 


A gift of distinction is the new well-balanced coffee 

set of heavy sterling silver, in an attractive Colonial 

design, by Concord Silversmiths Corp., Concord, N. H. 
Retails at $50. 


From Gorham’s newest sterling pattern, 
King Edward, is this gracefully ornate sand- ba 
wich plate, which is of gray finish and is 
ten inches in diameter. Retails at $22.50. 


By the Sessions Clock Co., Forestville, 
Conn., is this handsome electric clock, 
yy 1512 inches long, from within the case of 
which each quarter hour issue silver notes 
of Westminster chimes. Retails at $27.75. 
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Waltham presents this five inch 

square glass model, in light 

blue, dark blue, green, peach or 

clear. Frame and base are of 

gold plated metal with satin 

finish. Eight-day movement. To 
retail at $25. 


New Parkurr watch by Parker 

Watch Co., 580 Fifth Ave., New 

York, fits the wrist. Retails at 

$39.75. It has a 17-jewel move- 
ment. 
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Duotric bracelet watch, en- 

ameled in various colors, has the 

unusual snap shutter feature 

and a 15 jewel Wyler move- 

ment. Retails at $50. From Ray- 

mond Watch Co., 551 Fifth 
Ave., New York. 


Ten-karat yellow gold brooch, 
set with the deservedly popular 
zircon, by Harry C. Schick, Inc.. 
105 Chestnut St., Newark, N. J. 
To retail at approximately $12. 


Splendidly decorative is this platinum clip-brooch, 
set with 62 baguette, 10 half moon, 10 triangle 
and 124 round diamonds, by Maurice Tishman, 
Inc., 607 Fifth Ave., New York. $2700 retail. 


% 


This fine matched pair of cultured pearls pro- 
duced by Shirocho oysters in the South Seas has 
indescribable fustre. To retail at $3000. From 
Leys, Christie & Co., 65 Nassau St., New York. 




















“Mariner,” one of the most de- 
sirable gift clocks by Chelsea 
Clock Co., Boston, Mass., is 
equipped with ship’s bell strike, 
and is available in dial diameters 
of 334, 42 and 6 inches. 


A truly regal gift—a fine eight 
carat star ruby flanked by ba- 
guette diamonds and set in 
platinum. Created by Jerome 
Richheimer, 608 Fifth Ave., New 
York, to sell for $1100 at retail. 








“Light Up” vanity box by Chase Brass 
& Copper Co., Inc., New York, has a % 





mirror inside the cover and a light 
which reflects on the face to aid make- 
up. Retails for $2. 








Bulova’s newest featured watch for 
By 4 men—with 17 jewels in plain natural 
10k rolled gold plate to retail at $29.75. 
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“American Clipper’ watch at- 
tachment by Bruner-Ritter, Inc., 
350 Hudson St., New York, is 
durable, stylish and 1/20 12 
karat gold filled. It retails at 
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“Pelican” is the name of this 
unusual new water pitcher in 
silver plate, retailing for $12.50, 
a product of Reed & Barton, 
Taunton, Mass. 





$6.50, carded. 





Charm bracelets or separate charms, including 

mechanical or movable gadgets in silver and gold, 

are the gift proposal of Walter Lampl, 20 W. 47th 
St., New York. Complete price range. 


“ 


O As an aid to better dining, McGraw Electric Co., 

Od 3 Minneapolis, presents this fully automatic toast- 
OMEGA NS master with de luxe hospitality tray, to retail 
at $23.50. 















Presenting one of the newest 15 
jewel Omega watches, retail- 
ing for $45 in the steel model 
and for $55 in 14 karat yellow 
gold filled. John R. Wood Sales 
Corp., 1325 Atlantic Ave., 









Styled in the modern manner, 
this Ronson Touch - Tip also 
serves as a time piece. Case is 
black and ivory or tortoise and 
ivory with Chromium plated 
fittings. Retails at $12.50. 





Brooklyn, distributors. 















Each “Deep Sea Treasure” package 
contains a cultivated pearl in its nat- 
ural state, within a deep sea pearl b 
oyster. Offered by Stephen Varni Co., b 
580 Fifth Ave., red York, to retail 

at $2. 









Humidor for 20 to 25 cigars or to- 
. fs bacco, by West Bend Aluminum Co., 





West Bend, Wis., finished in satin-glo 
aluminum, with a humidifier of porous 
stone and a brass knob. Retail price, 


$1.50. 
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Versatile, the Norma pencil by 
Norma Pencil Corp., 150 Broad- 
way, New York, writes black, 
red, blue or green and changes 
colors instantly. Retail price, 
$3.50 to $12. 





Vanity and cigarette lighter in 
matching “combinette” set ‘is 
the latest smart innovation by 
Jacques Kreisler Sales Corp., 
136 W. 52nd St., New York. To 
retail at $5. “La Captive” is 
illustrated. 


4 

























Embossed floral ornamentation and piercing confers 
richness on this sterling silver gray finish, bowl by 
R. Wallace & Sons Mfg. Co., Wallingford, Conn. 
Its diameter is 10% inches. To sell at $20. 


4 


The Clark model strap watch by Hamilton is an ap- 
propriate gift for men. It comes in a 14-karat yellow 
gold filled case. With black numerals, retails at $50; 
with applied gold numerals, at $52.50. 
















Foto-Pak, an exceptionally thin 

double compact with place for 

two pictures, is a Christmas 

sales suggestion by Marathon 

Co., Attleboro, Mass. Retail 

price, $5.10 and $6.10, accord- 
ing to style. 


Me 


Manchester Silver Co., Provi- 

dence, R. I|., presents this fea- 

ture, a small sterling silver 

cereal or milk pitcher, with a 

Capacity of two and a half pints. 
Retail price $20. 













To aid milady fill powder into her com- 
¥ pact, Charles Grabhorn, 4-6 Washington 






Place, New York, produces this miniature 
ladle in sterling silver, packed in a velvet- 
lined box, selling at 50 cents. 










Charming ribbon vase, in the original Irish 
belleek, eight and one-half inches tall, “% 





presented by William S. Pitcairn Corp., 
104 Fifth Ave., New York, approximately 
$9 retail. 
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A glorification of modern de 

sign, this clip-brooch has 138 

round and 40 baguette diamonds. 

By Maybaum Bros., Inc., 48 W. 

48th St., New York. Retails at 
* $1700. 











The “Granville” pattern, Ameri- 

can-made by Theodore Havi- 

land & Co., Inc., 26 W. 23rd 

St., New York. Ninety-four 

piece set retails for approxi- 
mately $79.50. 


a 










The new Elaine design in Tudor Plate, by the 
makers of Community Plate, is shown in the 
“Banner Chest.” Advertised to sell at $13.50. 


sv 







This epicurean salad bowl by Kensington, Inc., 
New Kensington, Pa., will also serve as a table 
center piece with or without fruit or flower 
arrangements. To sell for $8.50. 















De Frece Watch Co., Inc., 48 

W. 48th St., New York, presents 

this 17-jewel stainless steel 

doctor’s watch, with pigskin 

strap and unbreakable crystal. 
Sells for $25. 


Padlock watch, 14 karat yellow 
gold fitted with Mathey-Tissot 
movement. The key serves as 
the crown. It retails at $125. 
From Norman M. Morris, Inc., 
608 Fifth Ave., New York. 










Suggested as an attractive gift is this 
cocktail ring with diamond and syn- Mw 






thetic rubies to retail at $50. From 
Grafner Bros., 818 Liberty Ave., Pitts- 
burgh, Pa. 








By Bristol Seamless Ring Co., 71 
Nassau St., New York, platinum rings 
like this set with 4-point marquises and 
2-point round diamonds sell for $125 
to $175, depending on quality of stones. 
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An ever-seasonable suggestion 
by Justin Tharaud, Inc., 129 
Fifth Ave., New York, service 
plate of Myott’s Staffordshire 
ware, in green, maroon or blue, 
retailing at $15 a dozen. 


“Organizer,” by Warren Tele- 

chrea, is not only a tasteful 

timepiece but automatically 

turms on favorite radio pro- 

grams and shuts them off. List 
price, $9.95. 
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Imported 96-piece chinaware set, decorated 
in natural colors on ivory body, retails at 
about $70. Carried in open stock by Heinrich 
& Winterling, Inc., 49 W. 23rd St., New York. 


Me 


Handsome three-piece carving set in the 
slender, modern Sylvia pattern of 1847 Rogers 
Bros., International Silver Co., Meriden, Conn. 


Hand blown, Egermann-engraved wine 
bottle, in ruby, blue, green or amber. Vi 
From W. E. Lindemann, 225 Fifth Ave.., 

New York. 


% 


In the order of Dresden figures, 
these china creations are typical 
of many retailing at $3.50 to 
$50 and up per pair, imported 
by Paul A. Straub & Co., 105 
Fifth Ave., New York. 
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Square link bracelet to match 

a lady’s small square watch, 

made by Gemex Co., 170 Thomas 

St., Newark, N. J., to sell for 
$3.15. 




















“Is she married?” is answered 
by the new widow’s mite ring, 
in yellow and white gold, made 
by the Widow’s Mite Patent 
Co., Wheeling, W. Va. In 10 
karat gold retails for about $15; 
in 14 karat for about $20. 








thitesnlias Buia 
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This six-tube AC/DC Freed-Eisemann 

has a rich tone and receives standard 

and American short wave broadcasts. 
List price $25. 





The new six-tube Kadette 
Classic radio set made by the 
International Radio Corp., Ann 
Arbor, Mich., has crystal-like 
grilles of translucent tenite, top 
of glistening plaskon and body 
of bakelite of harmonious color. 
Sells for $29.50. 


MM 


Attractive ring 

mounting by Louis 

Koppel, 126 Maiden 
Lane, New York. 


sv 


“Harness buckle,” made skillfully of 

wire, without raw edges, by R. F. Sim- 

mons Co., Attleboro, Mass., retails 

with fine belt at $7.50; with tie clip 
of corresponding design at $8. 


SIMMONS 
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This rhinestone set 
seven - jewel soutoir 
watch is an attractive 
evening accessory, by 
Louis Watch Co., Inc., 
580 Fifth Ave., 
New York. 





The Heralder, a drum-type alarm clock by General 
Electric Co., comes in Honduras mahogany finish 
at $5.95 and black textolite at $4.95. 


Sd 


Typical of the line of specialized pocket knives 
by Jewelry & Cutlery Novelty Co., No. Attleboro, 
Mass. 
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are the holiday sales suggestion of 
Jewelry Creations, Inc., 117 W. 48th 


Hand made French marcasite brooches 
St., New York. 








Men’s 17-jewel saddle watch with 

tubular leather strap, by Pierce Watch 

Co., 22 W. 48th St., New York. Sug- 
gested retail price $34.75. 


m 


Monogram marcasite brooches are in 
vogue. By A. Frank Co., 562 Fifth Ave., 
New York. 


Bd 


A gift for mother 

—thimble by Simons 

Bros. Co., 269 S. 9th 
St., Philadelphia. 


Mv 


“Spurclip” tie clip in sterling 

offered by Holland Jewelry Co., 

San Angelo, Tex., to retail at 
$2.50 and up. 





, STERLING SILVER 








THE JEWELERS’ CIRCULAR-KEYSTONE 


for October, 1936 














Brightening That Dark Corner 
By R. H. LESLIE 


N every jewelry store no matter 

how efficiently arranged and care- 
fully planned architecturally, there is 
sure to be at least one corner which 
is the curse of the decorator. It is 
out of focus for good lighting, it often 
seems like so much waste space, and 
goods placed there never seem to sell 
as well as others which are exhibited 
in more advantageous spots. 

It is a matter of good salesmanship 
and good sense to reclaim that alcove 
or recess from worse than oblivion, 
for one such niche in an otherwise 
attractive store is sure to harm the 
effect of the remainder of the stock, 
and to cast a dinginess over the meri- 
torious items shown therein. 

The best thing to do is to remove 
every article from the immediate vi- 
cinity and leave the space absolutely 
bare for a short interval while a 
serious study of its possibilities is care- 
fully made. 

It is sometimes wise, where leisure 
is scarce, to make several little sketch- 
es of how the corner would look with 
certain objects placed at definite stra- 
tegic points. Then choose the most 
colorful item in your stock for a back- 
ground. Naturally articles which con- 
tain reds, yellows and orange tones 
are much more desirable for this use 
than those featuring the shades which 
absorb every ray of light and do not 
reflect it as do the luminous scarlets 
and golds or one of the many blend- 
ing of the two. Pale ambers and 
greens are also excellent light con- 
veyors. 

Against this base should be placed 
a mirror or two, and perhaps a small 
well polished shelf which should con- 
tain a crystal bowl of good propor- 
tions, a piece of gleaming lacquer, or 
best of all, some silver object. 

A chair upholstered in shimmering 
tapestry, or covered in a simple but 
bright cretonne of chintz of light 
tones could then be placed in a posi- 
tion to give a comfortable home-like 
effect, and besides this a brilliant lac- 
’ quered table might well hold a radiant 
lamp base from which the rays flash 
into the mirror and surrounding ob- 
jects, calling for every iota of their 
glinting surface, and giving an im- 
pression of a glowing atmosphere to 
the beholder. Accompanying these 
upon the small table a piece or two of 
the whimsical bright pottery animal 
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type might well be placed to give a 
touch of the modern thought. 

The less luminous pieces of pottery 
will not suffer from being placed 
nearer the windows and doors, thus 
reserving those which contain flashing 
tints for the spot which needs them 
most. 

Aluminum and copper tea sets, trays 
with hammered surfaces, and in a 
lesser degree, small pieces such as 
candlesticks, are excellent:agents for 
casting radiance forth, and the bright 
yellow jardinieres and bulb-bowls do 
almost as well in this mission of 
“brightening the corner where they 
are.” Spring-like tints may be brought 
into the dimmest environment by the 
use of verdant greens in buoyant ver- 
sions of little imitation plants and 
cacti all quite in the latest manner, 
and the shiny leaves of real flora will 
add another note of brilliance to the 
general effect. 

Restraint should, of course, be exer- 
cised in the selection of the particular 
things best suited to this obstinate 
corner, and one must not indiscrim- 
inately go about gathering armfuls of 
gayly colored objects with no relation 
whatever to each other, or parking 
them in one mad jumble together in 
the hope that some order will come 
out of the confusion. Widely differ- 
ing periods should not be called upon 
for aid all at one time, but a few 
pieces should be used at first, reserving 
the others for a separate display, thus 
creating a tasteful effect, and at the 
same time conserving one’s resources 
for double use. 

The discerning eye will find in the 
various burnished metals the best 
means of bringing an air of glistening 
sparkle to the erstwhile lack-luster 
and murky nook. The glossier fab- 
rics, also, such as satin finishes and 
smooth crepes are better than the 
thicker, more light-absorbing rough 
materials, although these latter are 
effective when they have incorporated 
in their design many brilliant tones, 
such as the Italian, French and Indian 
prints, the well known toile de Jouy, 
and the Egyptian figure needlework 
and embroideries. Old maps shellack- 
ed to preserve the charmingly mellow 
hues offer their very helpful aid in 
adding a bit of not too garish pigmen- 
tation to the ensemble. Candelabra, 
with their glittering prisms are one of 
the best possible carriers of reflected 
brilliance. Their use in a corner of 
this sort is the ideal solution of a baf- 
fling problem. 
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Wanted 
JEWELRY BOX 
Salesman 
FOR CHICAGO 


We are looking for a box and display 
representative experienced in selling 
wholesale and manufacturing Jewelry 
trade in Chicago and Middle West. 


Only those definitely experienced in 
this territory considered. 


This is an unusual opportunity for 
the right man. We are seeking the 
kind of representative who can render 
to the Chicago trade the same high 
type of merchandising service we are 
rendering our customers in the East. 


All inquiries will be treated in strict- 
est confidence. 


Address personally: 


Milton Weill 


Arrow Mfg. Company, Inc. 
15th and Hudson Sts. 
Hoboken, N. J. 














ANTIQUE SILVER 
OLD SHEFFIELD PLATE 


AND 


REPRODUCTIONS 





DESCRIPTION: 

GEORGE Ill SILVER 14'/4” 
OVAL PIERCED BASKET 
London 1782 by 
HESTER BATEMAN 


N. BLOOM & SON, LTD. 


42-44 W. 48th St., New York 
15 Norton, Folgate, London 


























THE CAT’S OUT of the bag . . . meaning, of course, the new Ball Catalog 


is ready for you. And as one jeweler said, who had just seen an advance copy, “Boy-O-Boy, 
what a catalog!” But we're willing to let you be the judge of whether it is the most up-to-date jewelry 
book—from cover to cover—ever published. A post card or letter will bring you the BLUE BOOK .. . literally 
packed from beginning to end with new and wanted business-getting merchandise. You'll find, as thousands 
of other Retail Jewelers have found, that the BLUE BOOK, coupled with BALL STREAMLINE SERVICE, 
is the greatest aid a jeweler can have in keeping his stock up-to-the-minute—thereby increasing his sales. Send 
for your copy NOW! | 


THE BALL COMPANY ¢« CHICAGO 


WHOLESALE JEWELERS © GARLAND BUILDING e@ 58 EAST WASHINGTON STREET 























THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1936 


























Vol. 107 


OCTOBER, 1936 





No. 1 





Rise in Price of Platinum 





Restricted Output, War Preparations and Speculation Held 
Reasons Why Metal Has Soared 


The spectacular rise in the price of 
platinum, culminating in an advance to 
$70 an ounce on Sept. 2, is attributed by 
a reliable figure in platinum circles to a 
shortage of platinum in world markets, 
brought about by reductions in output and 
increased industrial demand, particularly 
for the manufacture of war supplies, to 
buying by certain European and Far 
Eastern nations as a war reserve, and— 
in lesser extent—to speculation and to 
increased demand by the jewelry trade 
both in the United States and abroad. 

This source, who holds an executive 
post with a large producer of the metal, 
is of the opinion that the price of $32 
an ounce which existed in May was un- 
reasonably low in relation to gold and 
that the price at no time should have 
been less than $50 an ounce. The cur- 
rent boom would be less marked, he be- 
lieves, if the metal had been in a more 
normal statistical position during recent 
months. 

Speculation in platinum by the unin- 
formed, he says, will do more harm than 
good to the industry, because the market 
is too thin for outside speculative opera- 
tions and the supply is never greatly in 
excess of demand. 

One $5 an ounce advance was made 
in July, three aggregating $22 in August, 
and a fifth of $8 was made early in Sep- 
tember. Platinum metals were quoted, 
Sept. 2 through a late day in September 
when this journal went to press, as fol- 
lows: Soft, $70; containing 5 per cent 
iridium, $75; containing 10 per cent 
iridium, $80, and iridium, $175. 

Some jewelers and industrialists at- 
tributed the price jump, in large part, 
directly or indirectly to speculative ac- 
tivity. One firm operating in the finan- 
cial district has advocated purchases of 
the metal, distributing literature to pros- 
pective buyers, informing them that re- 
fined platinum is available in three-ounce 
bars, assayed and stamped as to weight 
and fineness. The bars may be deposited 
in a bank and certificates are issued 
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against the platinum to facilitate trading, 
the literature states. 

Authentic figures are not available for 
either the production, refining or dispo- 
sition of platinum. It is known, for in- 
stance, one authority said, that 56,182 
ounces were sold to the jewelry industry 
of the United States last year, but there 
is no indication, he said, as to how many 
ounces have been made up into jewelry 
and sold and as to how many ounces 
have been held in reserve. 

A large manufacturer of diamond 
platinum jewelry declared that several 
smaller manufacturers, who he said now 
possess platinum for the first time in six 
years, are hiring workers away from the 
larger firms. 





Marking of Imported Watch 
Movements 


WasuincTon, D. C.—J. H. Moyle, Com- 
missioner of Customs has sent instruc- 
tions to collectors of customs throughout 
the country in connection with the mark- 
ing of imported watch movements to 
meet the requirements of law. Dealing 
with this matter the Commissioner states: 

“It has come to the attention of the 
Department that watch movements are 
being imported marked with a name pur- 
porting to be that of the purchaser but 
which is not in accordance with the re- 
quirements of Paragraph 367(b) of the 
Tariff Act of 1930 and Article 511(b) 
and (c) of the Customs Regulations of 
1931. 

“The name of a person or organiza- 
tion who controls the manufacturer or 
purchaser of watch movements but who 
is not the same legal entity as the manu- 
facturer or purchaser, as the case may 
be, is not the name of the manufacturer 
or purchaser for the purposes of Para- 
graph 367(b). 

“Watch movements imported after the 
date of publication of this ruling should 
not be released from Customs custody 
unless marked with the name of the 
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actual manufacturer or purchaser as re- 
quired by the above-mentioned provi- 
sions of the law and regulations except 
that watch movements which are marked 
in accordance with a previously accepted 
practice may be admitted to entry if the 
collector shall be satisfied that the move- 
ments were contracted for and in course 
of production prior to the date of pub- 
lication of this ruling.” The letter of the 
Commissioner is dated July 2. 


U. §. Clock and Watch Exports 
Lower in July 


WaASsHINGTON, D. C.—Exports of United 
States watches, watch parts ‘and time- 
recording devices, other than clocks, fell 
off nearly $29,000 in July, for a valuation 
of $96,733 as compared with $125,552 for 
June. 

The exports were: Watches without 
jewels, $28,265; watches with jewels, 
$15,142; watch parts, $21,297, and time- 
recording devices, $32,019. The two best 
customers were the United Kingdom, 
which received 25,947 watches without 
jewels, valued at $12,261, and the Union 
of South Africa, which took 7104, valued 
at 6,297. 

Clock exports, valued at $47,915, 
dropped from $64,938 in June. The Union 
of South Africa, biggest buyer for one- 
day clocks, received 5709 valued at $5,531. 

The valuation of imported watches and 
movements increased: $399,051 as com- 
pared with $392,316 in June. Switzer- 
land’s exports to the U. S. A. had an in- 
creased value of $7,836, although it sent 
9243 fewer watches than in June. Switzer- 
land furnished parts worth $55,991 of 
the total of $56,767 for the item, and 
jewels for movements worth $92,374 of 
the total import of $95,224. Clock im- 
ports, principally from Germany, were 
worth $3,822, and parts were received to 
the amount of $3,381. 


’ 








Platinum Market 


Platinum prices, steady since Sept. 2, 
when the price of soft platinum rose from 
$62 per troy ounce to $70 per troy ounce, 
were quoted on Sept. 23 as follows: 


MY sudewadncd nbaddeo caste wwe teat $70 
Containing 5% iridium ................ $75 
Containing 10% iridium ............... $80 
DREN 4. o's «vans ver cumacxa aah edeawaen $175 
Do Ee oem ree ae eh” $24-25 





N. A. C. 


urging the jewelers to subscribe to a 
fund to defray expenses incurred in con- 
nection with the jewelry tax fight and 
then introduced Congressman Richard 
M. Duncan from Missouri. 

Congressman Duncan, a member of the 
Ways and Means Committee of the House 
of Representatives, talked at some length 
discussing present-day conditions. He 
said that he introduced a bill intended 
to modify the 10 per cent tax law, but 
that he never thought the tax was in- 
tended for retailers. 

“We are living today under new and 
changed economic conditions and no 
business man can go back to the old 
way. We must all move along with the 
times,” he said. He also declared that 
the jewelers should not expect a boom 
and he for one did not want to see it. 
“What we want,” he said, “is a National 
normal increase in business.” 

In his address he pointed out that we 
would all like to stop spending money 
to meet taxes but as long as there are 
hungry mouths to feed and no employ- 
ment those unfortunates must be cared 
for. He then gave figures to show the 
increase in business in a number of dif- 
ferent lines and declared that it is not 
overproduction but  under-consumption 
that is wrong. “We must adapt ourselves 
to the new order of conditions,” he said, 
as he discussed the Social Security Act. 

The next speaker was William D. Mc- 
Neil, president of the American National 
Retail Jewelers’ Association and head of 
the Jewelers’ Publicity Committee, who 
gave an excellent address on the ac- 
complishments of his committee. 

Arranged along one side of the con- 
vention hall were a large number of ex- 
hibits of results that have already been 
obtained through the efforts of June Ham- 
ilton Rhodes and her staff who are do- 
ing the publicity work. 

Mr. McNeil called particular atten- 
tion to many advertisements in other 
lines of business where beautiful girls 
are now shown wearing fine jewels and 
watches. He also discussed other features 
of the campaign and invited subscriptions 
to the fund. 

Following President McNeil’s address 
the convention adjourned to view the 
exhibits. 

Tuesday morning was devoted to the 
inspection of the many fine exhibits and 
at 2 p. m., the afternoon session of the 
convention was called. 

The first speaker was A. K. Shipe, 
Washington, D. C., counsel for the Na- 
tional Association of Credit Jewelers, 
who discussed the Robinson-Patman Act 
as it affects the retail jeweler. 

Mr. Shipe discussed the laws from 
various angles, pointing out that Sections 
I and III are the principal provisions 
of the Act. Section I prohibits price dis- 
criminatin by civil action while Section 
III is designed to prevent the same from 
a criminal standpoint, he said. He then 
discussed both sections. In conclusion he 
said: 





(From page 50) 


“You will probably find that within a 
reasonable time a few test cases will 
spring up, and let us hope that the 
businesmen of the country will soon be 
given a final judicial determination of 
what the law means and what should do 
to comply with it. As I stated in the be- 
ginning, I was apprehensive of the task 
assigned to me by your President. By 
this time you undoubtedly know why I 
had that feeling. Chances are that you 
of the jewelry industry who are affected 
by this legislation will learn, with other 
industries, during the coming months, 
something of what this legislation means 
in a practical way. Laws of this char- 
acter are difficult of interpretation and 
application, but some day the uncertain- 
ties will be clarified and the business 
atmosphere may again become wholesome 
—even if it means the repeal of this Act 
or a judicial decree similar to that ren- 
dered under the National Recovery Act. 
My personal view is that it is unwhole- 
some, meddlesome and _ unreasonable 
legislation of a highly doubtful consti- 
tutional nature.” 

A. L. Zeitung, International Silver Co., 
Meriden, Conn., spoke on the subject 
“The Credit Jewelers’ Opportunity in 
the Merchandising Field.’ He said in 
part: 

“It is to be regretted that the larger 
part of the consumer dollar is being 
copped by dealers who are not in the 
jewelry business. There have been many 
products. developed in the last decade 
which have made buying habits 
which have changed desires, and which 
have made all of us lead a different life. 
Some jewelers are successful with radio 
—but how successful? The big radio job 
is still done by other merchants; why 
shouldn’t the Credit Jeweler be the big 
distributor of radios? 

“There is a big job being done today 
on electric refrigerators. The same thing 
applies to washing machines, electric 
mangles, electric irons, modern razors, 
larger combinations of quality silver- 
ware—which today are being purchased 
in larger quantities than for a great 
many years past. 

“Consumers are thinking in terms of 
$50, $100, $150, or $200. Why should 
not the jeweler merchandise items repre- 
senting sales .of this size? The consumer 
is spending large sums of money in other 
retail channels and we ourselves fail to 
carry the merchandise to meet this type 
of sale. Isn’t it as reasonable for the 
consumer to buy a complete set of silver- 
ware—60, 80, 90 or 120 pieces, costing 
from $75 to $100, as it is for her to pay 
$75 or $100 for a unit of another -prod- 
uct ? 

“What the Credit Jeweler needs today 
is big-unit traffic in his store. Why not 
attract the consumers who are spending 
the money which we, as credit jewelers, 
are not getting? ...” 

Following the very interesting talk of 
A. L. Zeitung the Round Table session 
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J. Convention in Chicago 


started with Maurice A. Enggass acting 
as chairman. 

He first introduced L. J. Ryer, of 
Mace-Ryer Co., Kansas City, Missouri, 
who told of their experience selling ra- 
dios and refrigerators in connection with 
the jewelry business, pointing out the 
advantages and problems. His talk was 
followed by similar talks by members on 
the floor. 

The handling of the optical business 
was very ably presented by Charles J, 
Michaels, Michaels & Coa., Hartford, 
Conn. He told of the success they had 
in this line and said it was a good and 
profitable branch of their business. He 
said that to be so in a store it is neces- 
sary to conduct this department in an 
ethical manner along high standard 
lines. Considerable discussion followed 
this talk and members from different 
states who told of laws which made it 
difficult for a store or corporation to op- 
erate an optical department. 

President William Gibson again 
stressed the necessity of grading up in 
the methods and advertising of credit 
stores. Several members spoke in agree- 
ment with what he said. 

The session closed with a demonstra- 
tion of unbreakable glass by A. J. Daly 
of the’ American Window Glass Co., 
Pittsburgh, and the many advantages de- 
rived by the use of it in windows and 
display cases. 

At the annual business meeting Wed- 
nesday afternoon routine business was 
transacted, officers elected, date of 1937 
convention decided and other matters of 
concern to the association were discussed 
and provided for. 

The place of holding the 1937 conven- 
tion will be decided on at a meeting of 
the directors held in Chicago next Janu- 
ary. The date is definitely settled as the 
first week of August. 

Resolutions adopted included one in- 
dorsing the work of the Publicity Com- 
mittee and urged all members to support 
this campaign in both a moral and 
financial way. 

The convention was brought to a close 
with the banquet on Wednesday evening 
which was of unusual merit and was 
greatly enjoyed by all who attended. 


A FEW HIGHLIGHTS OF THE 
CONVENTION 


Many and profuse were the compliments 
on the great improvement that has been 
made in the modernization of the rooms 
of the Sherman Hotel. Too much praise 
cannot be given to Frank Bering, the mana- 
ger, and to Richard D. Vanderwarker, 
director of public relations, for the per- 
sonal interest they manifested in seeing to 
it that everybody was well taken care of 
and that everything was done to make it 
the best convention ever held by the asso- 
ciation—it certainly was from the stand- 
point of attendance, exhibits, sales and 
entertainment. The registration was well 

(Please turn to page 116) 
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How a modern Pittco Store Front 
puts Money in YOUR Pocket 




















— appearance counts heavily 
in modern selling. The jewelry 
store that presents a modern, invit- 
ing front to the eyes of prospective 
customers, will usually draw more 
business, have a higher unit of sale, 
and attract a pots, higher class 
clientele than the jewe store 
whose front is old-fashioned or un- 
inviting. This is not theory, but 
fact . . . proved time and again 
by stores throughout the country. 
oday, the “eyes” have it. 

Thus, when you remodel your 
jewelry store with a handsome new 
Pittco Store Front, you are really 
building a better business. Bigger 
sales volume. Bigger profits for 
you. More money in your pocket. 

Join the trend toward store mod- 
ernization. Our staff of experts will 
gladly cooperate with you and your 
architect in planning a Pittco Store 
Front for your store suited to your 
needs and purse. Send the coupon 

... today... for our book con- 
taining photographs, facts and 
. figures on Pittco modernization. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years 
to pay for your new 
Pittco Front. Merely 
make a 20% down 
payment, and then 
settle the balance in 
easy monthly install- 
ments at low F. H. A. 
rates. 


What a difference a new Pittco 
Store Front makes! Here is a 
small jewelry store in Dunkirk, 
N. Y., as it looked before and 
after Pittco modernization at ex- 
ceptionally reasonable cost. Why 
not remodel your store the Pittco 
way... and put money in your 
nts pocket? 


Listen to “The Music You Love’’ rendered by the 
Pittsburgh Symphony Orchestra and distinguished 
uest artists every Sunday from 2 to 2:45 P. M., 
5 S.T. over Columbia Network and associated stations. 





Pittsburgh Plate Glass Company, 
2332B Grant Blidg., Pittsburgh, Pa. 

Please send me, without obligation, your new 
book entitled “‘How Modern Store Fronts Work 
Profit Magic.” 


| a ae ere NEAT 





NO EN Ny RET es nm ee 








City 
Iam 0 am not ( interested in the Pittsburgh 
Time Payment Plan. 
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N.A.C.J. Convention 
(From page 114) 
over 3000. A careful checking of the regis- 
tration lists shows that about 36 states, as 
well as many points in Canada, were 
represented. 
* * 

The most amazing thing was the en- 
thusiasm with which the convention started 
on Sunday. Practically all of the booths 
were set up, and on the first day, 1210 
registrations were recorded. It might be 
well to emphasize the fact here that be- 
- sides registrations 1000 or more were ad- 
mitted on passes. 

* * * 

This tenth convention of the N.A.C.J. 
had the largest number of exhibitors in 
the history of the association. Sympathy 
was expressed for the four companies— 
Tavannes, Jacques Kreisler, Gruen, and 
B. & E. J. Gross—whose exhibits were de- 
layed in transit from New York, and which 
exhibits did not show up until late Sunday 
evening. However, work throughout the 
night had them ready for the early visitors 
on Monday morning. 

* * * 

Secretary Frank Newman did a mag- 
nificent job on the entire show and received 
most enthusiastic congratulations upon the 
entertainment at the banquet, admitted to 
be the most novel and diversified enter- 
tainment seen at any jewelry affair in 
many years. 

* * * 

The ladies were well taken care of. The 
success of the Keeno party on Tuesday 
afternoon was due entirely to the tremen- 
dous amount of work, energy, and untir- 
ing effort put into it by Mrs. Irving 
Klampert. She it was who planned and 
arranged the party and collected a splen- 
did assortment of prizes donated by manu- 
facturers and wholesalers among the lead- 
ing exhibitors. 

* * * 

Souvenirs at the banquet consisted of 
very unique small cigarette lighters by 
Jacques Kreisler which were given to 
everyone, a small clock for the handbag or 
boudoir for the ladies and a leather case 
containing a comb and brush set for the 
men from Elgin American. 

* * * 

One of the last things said by re-elected 

President Gibson was that the association 


is in splendid financial condition. 
* * * 


The Manheimer Watch Co., Chicago, 
displayed a watch and chain given by 
George Washington to Martha Curtis 
Washington on their wedding day. The 
case is in black and white enamel and 
originally contained an autograph pic- 
ture of George Washington and a lock 
of his hair. The watch is an old cylin- 
der movement and was purchased by 
M. B. Joseph, Memphis, Tenn., at an 
auction sale some 40 years ago. It is 
a key winder. The inscription on the 
case reads, “George Washington to 
Martha Curtis Washington on Our Wed- 
ding Day Jan. 1759” 





ROANOKE, VA.—Three Negro boys, 13 
to 15 years of age, who admitted break- 
ing into and robbing the Roanoke Gold 








Refining Co., 127 W. Campbell Ave., of 
jewelry and old gold valued at about 
$3,000, on the night of Aug. 21, have 
been sentenced to reform school, while 
three men are indicted and now await 
trial on charges of having the loot in 
their possession. 

A large portion of the jewelry has 
been recovered, according to Roanoke 
police. 


Police Connect Two Women With 
$4000 Robbery in Fremont 


FREMONT, NEBR.—Iwo women are 
sought in connection with the disappear- 
ance of a tray containing about 200 yel- 
low gold rings, and rings with sets, 








valued at about $4,000, taken from the 
Hjalmer Anderson Jewelry Store, here, 
on Aug. 28. 

The women were in the front of the 
store where a jewelry salesman had left 
the tray exposed while he was in the rear 
of the store talking to a clerk. When 
he returned in a few minutes he noted 
the disappearance of the rings which 
were the property of Joseph Schulman, 
Inc., New York. Each ring had a dia- 
mond shaped mark with the letters J. §. 


Jewelers’ Board of Trade Issues 
Figures on Trade Conditions 


PROVIDENCE, R. I.—The Jewelers’ Board 
of Trade has issued its semi-annual re- 





Catching up on 


WARNING! 


Be sure these words—Commer- 
cial Standard CS 47-34—are in- 
cluded in the guarantee of all 
Gold Filled and Rolled Gold 
Plate merchandise you buy. 
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view of conditions in the jewelry indus- 
try throughout the country, covering the 
first six months of the current year. The 
report shows that during that period the 
jewelry trade of the United States experi- 
enced 127 financial embarrassments with 
liabilities amounting to $2,222,300. 

In the corresponding period of 1935 
there were 90 concerns involved, report- 
ing liabilities amounting to $2,146,739. 
The largest number of failures this year, 
93, occurred among retailers whose lia- 
bilities aggregated $1,245,638. Seventeen 
manufacturers and ten wholesalers re- 
ported obligations totalling $672,656 and 
$276,341 respectively. The following table 
gives the number and extent of liability 
in the jewelry trade of the United States 


during the first six months of 1936 as 
compared with the corresponding period 
of 1935: 


STX MONTHS OF 1936 
Number Liabilities 








Manufacturers .......... 17 $672,700 
i, 10 276,300 
Retailers ....... ; 93 1,245,600 
| ER er ere 7 27,700 
NE ERIN 127 $2,222,300 
SIX MONTHS OF 1935 

Manufacturers .... i 9 $758,800 
Wholesalers ..... - 9 259,400 
pS ere eee 69 1,096,200 
UII aang war's ue ela orb cea ‘ 3 32,400 
I 2a es, 90 ‘$2,146,700 


The report shows further that the 
number of financial embarrassments oc- 


















= Mr. and Mrs. America are getting back 
"in the money” again—spending more 
on themselves. And they’re shrewder 
‘buyers than ever before! What they 
"want are good buys in quality. 


Sales-minded retail jewelers are get- 
ting ready—now—to build fall business 
‘with lines that feature leaders in Gold 
Filled and Rolled Gold Plate merchan- 
dise. For genuine Gold Filled and 
Rolled Gold Plate are outstanding buys 
in quality! Long wear and undiminish- 
ing beauty are provided by a hard 
+# compact surface layer of solid karat 
gold*—not electrically deposited. Strength 
and economy are provided by an es- 
pecially selected non-precious metal 
base. 


s - . . . 
Plan your fall line to bring in ready 
sales, attractive profits. Specify gen- 


| their BUYING! 
i. SET FOR”, MM aah: 


WITH RIGHT-PRICED, HIGH-QUALITY 
GOLD FILLED avd ROLLED GOLD PLATE* 


uine Gold Filled and Rolled Gold 
Plate merchandise—and insist on your 
supplier’s guarantee that what you 
buy is made in accordance with Com- 
mercial Standard CS 47-34. For that’s 
your assurance, when you sell, that 
you're making more than sales... 
you’re making sure of satisfied cus- 
tomers! 





*Genuine Gold Filled &8 Rolled Gold Plate 
What It Is .... and How to Get It 


For either product, rok cx higher gold must be 
used, to conform to U. S. Commercial Standard No. 
CS47-34 (except watch cases, made to special 
standard). In C7. of 1/20th and better it is 
called Gold Filled. Lower than 1/2oth it is called 
Rolled Gold Plate. But karat and quality marks 
do not indicate the method of gold application—and 
that’s what makes the difference in wear! So pro- 
tect pees and your customers. Insist on your 
supplier’s guarantee—which should include the 
words Commercial Standard CS 47-34. 


LAVER OF SOLID KARAT COLD FOm APPEARANCE 


% AMO WEAR 


FOR STRENGTH AND ECONOMY 


LZ FOR APPEARANCE 
LAYER OF SOLID KARAT COLD AMO WEAR 
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curring during the year 1935 was fewer 
than in any of the previous ten years. 

The following table lists the number of 
financial embarrassments reported for 
each entire year from 1926 through 1935: 


Wholesalers 

Manufacturers and Retailers 
ree 46 512 
ic iran 44 536 
1928 58 553 
ae 46 579 
(Co ere 69 668 
1931 78 902 
i. 7 re 93 1,116 
i: ere 37 9 
|. ee 19 169 
rr 14 128 





John R. Morss 


John R. Morss, in the jewelry and sil- 
ver business for more than 65 years, died 
Sept. 21 at Carson Peck Memorial Hos- 
pital, Brooklyn. The deceased, who was 
aged 83, was a member of the firm of R. 
Blackington & Co., North Attleboro, Mass., 
for more than 50 years, and was associ- 
ated with the New York office at the time 
of his death. 

Mr. Morss began in the trade as an er- 
rand boy for F. G. Whitney & Co., 
jewelry concern located for many years 
on Maiden Lane. He. was a member of 
the Brotherhood of Traveling Jewelers. 

He is survived by his widow and three 
sons, Herbert, Ellsworth and John Morss. 





Horological Society of New York 
Sets Speakers’ Dates 


Six widely known watchmaking experts 
will address members of the Horological 
Society of New York during the 1936-37 
season, starting with Walter J. Kleinlein 
of the Waltham Watch Co., Waltham, 
Mass., who will talk on adjusting Oct. 6. 

Other speakers announced at the So- 
ciety’s meeting Sept. 1, will be: William H. 
Samelius, director of the Elgin Watch- 
makers’ College, Elgin, Ill., who will talk 
on escapements Nov. 3; Maj. Paul F. 
Chamberlain, Newark, N. J., Dec. 1; John 
J. Bowman, head of the Bowman Techni- 
cal Institute, Lancaster, Pa., Jan. 5; Dr. 
Frank Huey, of the Elgin National Watch 
Co., Elgin, Ill., March 2 and Howard L. 
Beeler of the Hamilton Watch Co., Lan- 
caster, Pa., whose appearance will be in 
either February or April. 

Forty members and guests, at the annual 
outing Sept. 13 at Sauter’s Waldschloss, 
Fairview, N. J., participated in bowling, 
dinner and dancing. 





A cablegram received by A. D. Lever- 
idge, 607 Fifth Ave., New York, on 
Tuesday, Sept. 29, from the Amsterdam 
diamond market reported that “most 
sellers insist on former prices in gold 
florins making prices unchanged in dol- 
lars landed.” 





Prices of Silver Bars 
London New York 


Spot Official 
a Oe ere ee 19% 44354 
EN ss uuin'aweateg saan 19% 44% 
CG EE 6 Shh ik aerrcnaees 19 7/16 443% 
WOE ho cca vias ke keeann 19 7/16 44y% 











Prominent Sales Specialist 


Moves To New York 


EARL WILSON 


The Wilson Sales System, which for the past |5 
years has specialized in sales promotion work for 
Jewelers everywhere, has moved its executive 
offices to New York City. 


An added feature is to be a residence buying 
department to counsel jewelers on styles and 
sources of supply. . . . Jewelers employing the 
sales service this fall automatically become 
paid-up members, while a few others will be 
solicited on a nominal retainers fee. 











- If 
You Want To 


. REMOVE 

. RE-ORGANIZE 

. REMODEL STORE 

. MODERNIZE STORE 

. CLOSE-OUT STOCK 

. INSTALL CREDIT SYSTEM 

. EXPAND TRADING RADIUS 
. LIQUIDATE SLOW MOVERS 
. JOIN BUYING GROUP 


OMmDN DO WD — 








Executive Offices 


WILSON SALES SYSTEM 
ll West Forty Second street 
New York 











Silverware Coupon Plan Criticized by 
Federal Trade Commission 


Wasuincton, D. C.— Alleging unfair 
competition in the sale of advertising 
cards or coupons redeemable in silver- 
ware, the Federal Trade Commission has 
issued a complaint against National Pub- 
licity Bureau, Inc., National Publicity 
Bureau and Rogers Silverware Distribu- 
tors, and Hugh J. Wanke, individually 
and as president of National Publicity 
Bureau, Inc., trading as Rogers Silverware 
Distributors. The respondents have 
headquarters in Baltimore, with an office 
in the Rollins Building. 

In soliciting local retail and wholesale 
dealers, the respondents are alleged to 
have sold their advertising cards or 
coupons for stimulation of the dealers’ 
business. Representing themselves as 
agents of William A. Rogers or William 
A. Rogers, Ltd., the respondents are al- 
leged to have advertised the silverware 
used in redemption of the coupons as of a 
high quality and as genuine William A. 
Rogers silverware. However, the com- 
plaint alleges that the respondents were 
not representatives of any concern manu- 
facturing silverware, that their plan of- 
fered to merchants was not an advertis- 
ing campaign, and that the silverware 
used for redemption was not of high 
quality and was not the well-known Wil- 
liam A. Rogers silverware. 

Other unfair practices alleged in the 
complaint have to do with alleged mis- 
representations regarding prices and pur- 
ported refunds to dealers. 


F.T.C. Obtains Stipulation on Sale of 
“Mexican Gems” 


WaAsHINGTON, D. C.—Robert Y. Powell, 
trading as Powell Bros., Chicago, and 
selling novelty jewelry, signed a stipula- 
tion with the Federal Trade Commission to 
cease using in advertising matter the words 
“Mexican gems” alone or with the word 
“genuine” to designate ring settings con- 
sisting of glass or ornamentation ob- 
tained from a country other than Mexico; 
the word “cameo” as descriptive of rings 
which are engraved intaglios; the word 
“chromium” to describe a ring not made 
from chromium; the words “rhodium fin- 
ish” as descriptive of rings not finished 
with rhodium; the words “manufacturers” 
or “manufacturing” so as to imply that 
the respondent owns or operates a plant 
where his products are made, and the 
words “importing” or “exporting” to 
give the impression that he imports or 
exports his products. 


Arthur Davignon 


Hotyoke, Mass.—Arthur Davignon, 61, 
jeweler, died Sept. 7 in his home, 446 
Maple St., after a short illness. A native 
of Canada, he came to this city 50 years 
ago and for the past 36 years had been in 
the jewelry business. Since 1928 he has 
been operating a jewelry store at 251 
Main St. He was a member of the St. 
Jean Baptiste Society, Council No. 133. 
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A.G.S. Groups and Guilds Launch 
New Season’s Programs 


Guilds and study groups of the Amer- 
ican Gemological Society are resuming 
their stride, with reports of increased ac- 
tivities from all directions. 

A study group which meets in the Geo- 
logical Department of Colgate University, 
Hamilton, N. Y., plans to organize a 
Guild later in the fall. The temporary 
officers of the group are: President, Leon 
S. Davis, Binghamton; vice-president, 
Charles Childs, Albany, and secretary, 
Miss Marian Darrow, Binghamton. The 
first fall session was held Sunday, Sept. 
27. 

The first meeting of the study group of 
the Wisconsin Guild will be held early 
in the month at Madison, under the lead- 
ership of Dr. R. C. Emmons, of the Uni- 
versity of Wisconsin. 

A guild will be formed at the November 
meeting of the Eastern Iowa and West- 
ern Illinois Study Group, of which Dr, 
J. J. Runner, of the University of Iowa 
has been chosen adviser. 

The Boston Study Group held its fall 
meeting on Sept. 11 at the Boston Society 
of Natural History, under the leadership 
of Dr. Edward Wigglesworth. H. D. 
Feuer gave a talk on the use of the micro- 
scope. The next meeting will be held Oct. 
14. 

The New Jersey Guild met on Sept. 11 
under the leadership of Dr. Alfred C. 
Hawkins. 





GUARANTEED 


RECONDITIONED WATCHES 
LIKE NEW 
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IOK.ROLLEO 
GOLO PLATE 
VICTORY 
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lowell ee. “alte 
Send for circular prea fine 
Railroad and other pocket 
watches and wrist watches simi- 


larly priced— 
WEKSLER & GOODMAN, Inc. 


Distributors of Keystone, Star, Belove, Master 
and |. D. Watch Cases 


5 SOUTH WABASH AVE., CHICAGO 
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 Morays’ Safety Clasp 
the 


Double Lock Center Snap 





Patent No. 2,044,869 


Featuring— 
A Complete Line 
of 
Ladies’ 
and 
Men's 
Watch 


Bracelets 
















Sold Thru 
Wholesalers 


Only 
* 


® Easy to Open and Close. 
® Simple to Adjust to Wrist. 
® Double Lock Center Snap. 
® Compact and Neat. 





Cannot Open by Itself. 
® Security against Watch Losses. 
® 1/20-12K Gold Filled. 


MORAYS WATCH CASE CO., Inc. 


27 SIXTH AVENUE 
BROOKLYN, N. Y. 
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Minneapolis Manufacturing Jewelry 
Workers’ Strike Ends 


MINNEAPOLIS—The strike of 200 manu- 
facturing jewelry workers ended Sept. 4 
when they voted unanimously to accept 
a proposal worked out at a meeting with 
eight employing firms and Frank J. Miller, 
secretary of the Minneapolis Employer- 
Employee Board. 

Settlement terms call for 50 to 90 cents 
an hour, a 40-hour week, time and a half 
for overtime and double time for national 
holidays, rotation of employment and no 
discrimination against union membership. 

Meanwhile Federal mediators sought to 
adjust a wholesale grocery workers’ 
strike, and the Workers’ Alliance, a WPA 
employees’ organization, claimed that 5000 
WPA employees were taking part in a 
“four-day holiday for higher wages.” 


Bliss Bros. Co., Attleboro, Now 
Housed in New Modern Factory 


ATTLEBORO, Mass.—Bliss Bros. 





Co., 63- | 


year-old manufacturing jewelry firm, has | 


consolidated all its departments in a new 
and enlarged plant, equipped with the 
latest stamping machines and presses, at 
the corner of Pine and Dunham Sts. 
Formerly the general plant, the lacquer 
and enamel departments were separated. 
Now located in adjoining wings, they will 
speed production, provide for quicker and 
more efficient handling of orders, and 
facilitate the continuous supervision of 
products in process of manufacture. 
Joseph F. Rioux, president and treasurer 
of the firm, announced that 50 additional 


employees will be hired before Christmas. | 


Originally making lockets and bracelets, 
the firm made the first metal watch brace- 
let of its kind. It now manufactures cos- 


tume jewelry and enameled and engraved | 


compacts, cigarette cases and other case 


goods. 


Moves to New York 


A residence buying office which will | 


counsel jewelers on merchandise styles | 


and sources of supply will be a feature | 


of the new executive offices of the Wilson 
Sales System, at 11 W. 42nd St. Spe- 
cialists for 16 years in jewelry promo- 
tional work, this service offers indi- 
vidualized campaigns to jewelers sched- 
uling sales. Earl A. Wilson is president 
of Wilson Sales. 

This system offers its services also to 
jewelers who modernize or remodel; to 
larger and finer stores which seek a 
more effective way to cater to the masses; 
to those which take new locations; 
those which will quietly enter the digni- 
fied credit field, and to firms which want 
to melt frozen assets. 





Working in the bright lights of Lex- 
ington St., Baltimore, Md., thieves cut 
a section of plate gass from a display 
window of the Kay Jewelry Co. store, 
7 West Lexington St., in the early morn- 
ing of Sept. 11. Ten wrist watches val- 
ued at $228.64 were reported stolen. 
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FISHER 
COM PACTS 


Tue Fives Lose 


(We Bo re! Ores cee toneee 


NEW Fisher Compacts are the product 
of years of jewelry manufacturing ex- 
perience. Beauty of design and finish 
match smooth working parts which re- 
tlects fine craftsmanship. Heavily gold 
plated styles retail at $3 and $3.75— 
solid silver numbers at $15. All have 
hand painted hard French enamel tops. 
You can sell Fisher products with assur- 
ance of complete satisfaction. Sold 
thru Wholesale Jewelers. 


wa LINES OF FINE 
PORTS JEWELRY 
ROSARIES AND CROSSES 
BALL CHARMS — TROPHIES 
NOVELTIES 


J. M. FISHER COMPANY 


erto the Wholesaler to 
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Santa Fe Watch Co. Will Cease Sales 
Misrepresentations 


WasHINGToN, D. C.—A. S. Thomas, 
trading as the Santa Fe Watch Co.,, 
Topeka, Kan., selling watches, watch 
chains, and necklaces, has entered into a 
stipulation with the Federal Trade Com- 
mission and will cease representing by 
use of the words “direct to you” that the 
prices charged for his watches are the 
prices at which such watches would ordi- 
narily be sold by a manufacturer direct to 
the public; that he has eliminated the 
middleman, and that his watches are sold 
at prices lower than those charged by 
other distributors for watches of equal 
grade, unless such representation is sup- 
ported by factual evidence. 

The respondent has further agreed to 
discontinue use of the words “pearl” 
and “gold” to designate or describe, re- 
spectively, necklaces not composed of 
pearls formed by natural processes in 
the shells of mollusks, and any articles 
not composed wholly of gold. 


Returned Watches ‘“Second-Hand” 
Unless Data of Sale Is Kept, 
Says New Law 


Many retail jewelers in New York 
State are ignoring provisions of the law 
regulating the sale of second-hand 
watches, according to William Wagner 
of New York, who wrote the provisions 
of the law. Mr. Wagner has received 
numerous requests for information since 
the law went into effect Sept. 1 and these 
requests disclosed misunderstanding of 
the provisions that govern the resale of 
watches returned for credit or in ex- 
change. 

“Jewelers seem to think that if a cus- 
tomer returns a watch within a reason- 
able time, the sale may be ignored,” Mr. 
Wagner said. “That interpretation of 
the law is apt to get jewelers in trouble. 
A watch that has once been in the pos- 
session of a consumer must be tagged, 
advertised and sold as second-hand unless 
the jeweler who sold the watch has a 
written record showing the following: 
Date of the sale, name and address of the 
buyer, case and movement numbers, name 
of the watch or its maker, and other dis- 
tinguishing marks or identification num- 
bers.” 

If a jeweler has the written record re- 
quired by the law, he may sell the watch 
again without tagging, advertising and 
selling it as second-hand. If he does not 
have the record, he must tag and sell the 
watch as second-hand. The time that a 
watch has been in the possession of a 
consumer is immateria!. 

Record books that make it easy to ful- 
fill the requirements of the law are now 
At least one of these books 
was approved by Phineas Peters, H. Gold- 
schmidt, Jacques LeRoy, and _ several 
others who have been interested in seek- 
ing to curb the second-hand watch evil. 

“Our associations will cooperate with 
those whose duty it is to enforce the 
law,” said Mr. Peters, head of the Ex- 
ecutive Board of New York City’s Retail 
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Jewelers’ Associations. “If our trade wilj 
give district attorneys wholehearted sup. 
port, our holiday watch business should 
be the most profitable that we have had 
in many years. Enforcement of the law 
will reduce the predatory price cutting op 
nationally advertised watches. Legitimate 
retailers will not have to meet the cut- 
throat competition of dealers who offer 
so-called ‘rebuilts’ at low prices without 
disclosing that the watches are second- 
hand. Our associations want every 
jeweler to keep the records required by 
the law and to tag every second-hand 
watch as such. We have cautioned our 
members that the law says the words 
‘second-hand’ must be used and that such 
terms as ‘rebuilt,’ ‘repossessed,’ ‘unre- 
deemed,’ ‘used,’ etc., do not meet the re- 
quirements of the law.” 





Sterling Silversmiths Guild Has 
Deferred Payment Helps 


The Sterling Silversmiths Guild of 
America, 20 W. 47th St., New York, has 
developed material to assist deferred pay- 
ment plan jewelers in inviting their cus- 
tomers to buy sterling in this way. 

The material consists of attractive win- 
dow cards which read: “Buy sterling 
now while prices are low—Ask about our 
deferred payment plan—Sterling silver— 
Enjoy it while you pay for it”; stuffers 
for inserting in: mailings, and suggested 
copy for newspaper advertisements and 
direct mail. 

“Manufacturers are planning to fea- 
ture in their national copy a reference to 
the availability of sterling on a pay-out- 
of-income basis, and we have reason to 
believe that many of the magazines will 
find means of making editorial reference 
to it,’ wrote Alexander Vincent, secre- 
tary of the guild, to several thousand 
jewelers. 

“Tt is doubtful if we fully realize the 
additional sales that each of us can make 
if we are willing to take our light out 
from under the bushel and let the people 
know that they can buy sterling in the 
same way that they are accustomed to 
filling all their household needs, from 
painting the house to buying electrical 
mixers.” 


New York Jeweler Routs Bandits 
at Church St. Store 


Louis Gutter of Gutter Bros., 2 Church 
St., New York, did battle with two ban- 
dits who sought to hold him up in his 
jewelry store Sept 5. Instead of putting 
up his hands, he drove his knee into the 
groin of the nearest man and swung a 
hard right at the jaw of the other. 

One of the men brought the butt of his 
pistol down on Mr. Gutter’s head, but 
the jeweler recovered from the blow, 
followed his assailants from the store and 
them down Cortlandt and 
Greenwich streets. Detective Patrick J. 
Sullivan, emerging from a_ restaurant, 
made a dive for the leading man, was 
struck by the second bandit, and fired six 
shots from his revolver at the fleeing pair, 
who were brought down in their tracks, 
not seriously injured. 
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Amsterdam’s Diamond Sales to U. S., 
Britain, India and France 
Far Ahead of ’35 


Lonpon, Enc.—Official figures just is- 
sued in Amsterdam show that the sales 
of rough diamonds abroad by Holland 
the first half of this year amount to ap- 
proximately $3,500,000, compared | with 
$1,500,000 for the corresponding period of 
1935. The sales of cut diamonds have 
increased from $4,000,000 to $5,500,000, 
the principal buyers—all on a larger 
scale—being the U. S. A., Britain, India 
and France. The world sale of diamonds 
is now around $35,000,000, compared with 
the total of $7,500,000 for the slump year, 
1932. Total sales of $40,000,000 are pre- 
dicted for 1936. This figure is likely to 
be exceeded if the present rate of ex- 
pansion continues. 

This marked improvement in the po- 
sition of the diamond trade has so im- 
pressed buyers of diamond shares that 
the purchase of diamond stock became 
the most striking feature of stock market 
activities here the middle of September. 

Diamond sales, of course, even on the 
present improved basis, are still some 33 
per cent below the sale figures for such 
boom years as 1927 when around $50,- 
000,000 to $60,000,000 worth of stones 
were disposed of. Considerable headway 
has been made, however, in the past 18 
months, the most noticeable improvement 
in diamond demand being found in the 
first six months of the current year. Not 
only have prices become dearer, but 
world buyers at the cutting centers have 
become more numerous each month. 


Diamond Imports Jump to Nine- 
Month High of $2,236,029 in July 
—Pearl Shipments Lower 


WasHINGTON, D. C.—Declared valua- 
tion of diamonds for jewelry purposes 
imported into the United States in July 
soared 41 per cent over imports in July, 
1935, and eight per cent over imports in 
June, 1936. 

Rough diamonds were valued at $426,- 
359 and cut diamonds at $1,809,670 for 
a total of $2,236,029, which compared 
with $1,517,556 for July, 1935, and $2,- 
073,609 for June of this year. The value 
was the highest for any month since last 
October. Imports for July consisted of 
5112 carats of rough and 36,764 carats of 
cut material, compared with 17,021 and 
28,898 carats respectively the previous 
month. 

The nations which supplied the cut dia- 
monds were Belgium, 26,628 carats valued 
at $1,331,183; France, 1516 carats valued 
at $19,247; Netherlands, 8357 carats 
valued at $444,607, and the United King- 
dom, 263 carats valued at $14,633. 

Origins of rough shipments were as 
follows: Belgium, 3412 carats valued at 
$294,849; Netherlands, 1164 carats, $108,- 
788; United Kingdom, 364 carats, $11,- 
882; Japan, 70 carats, $5,430, and the 
Union of South Africa, 102 carats, 
$5,410. 

Other imports for consumption were: 
Pearls and parts not strung or set, $26,- 
527; other precious and semi-precious 
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stones, rough, $1,665; other precious and 
semi-precious stones, cut, $96,664; imita- 
tion stones, except opaque, $151,615, and 
imitation opaque stones and _ imitation 
pearls, $3,282. 

Also: gold or platinum jewelry and 
parts, $4,474; jewelry other than gold or 
platinum valued over 20 cents a dozen, 
$13,343; buckles, $619; lighters, compacts, 
mesh bags, etc., $15,809; sterling silver 
tableware, $18,100 (a valuation of $10,- 
319 from Denmark); other silver manu- 
factures, $6,627; silver plated ware, $71,- 
529, and other silver plated articles, 
$5,772. 





Thief’s 21-Jewel Watch May Prove 
His Identification 


Rewards are being offered for the re- 
covery of 12 diamond engagement rings, 
having a total net value of $3,650, filched 
recently from a front display window of 
Edward F. Wagner, Inc., 30-78 Steinway 
St., Long Island City. 

The thief is believed to have been the 
owner of a watch, ostensibly brought in 
for repairs a few days before. As the 
thief was leaving the store after making 
inquiry about his watch, it was noted by 
Mr. Wagner, the proprietor, that the 
window had been disturbed. Repairer of 
this watch, a 21-jewel, yellow gold men’s 
wrist watch, who scratched the marks 
“11173M,” “11493M” and “11991M” in 
the case, is asked to get in contact with 
Wagner’s. 

Ten of the platinum bands were marked 


with the numbers 710, 712, 038, 044, 048, | 
272, 524, 782, 909 and 522. Two three- | 
rings were unmarked in | 


carat diamond 
any way. 


Boy Claims He Put $1,500 in Loot 
From Louisville Jewelry Store 
Into Freight Car 


LOUISVILLE, Ky.—A_ 15-year-old boy 
who has allegedly confessed to the rob- 
bery Sept. 8 of the Blanton Jewelry Co., 
Inc., 307 Fourth Ave., may hold the se- 
cret of the whereabouts of 53 watches and 
63 rings valued at approximately the 
sum of $1,500. 

The boy, who had two of the stolen 
watches on his person when arrested has 
refused to disclose the hiding place of the 
others, and it is thought he may be a 
member of a gang. He told police that 
he placed a bag containing the merchan- 
dise on a southbound freight train at 
Paducah, Ky. 

Besides the jewelry about $200 in cash 
was taken. The watches are Elgins, Har- 
mans, Jewels, Walkers, Walthams, Bul- 
ovas and Helbros. 





Hoodlums Loot Window 


WasHINGTON, D. C.—Two young men 








ENTRUST 


Your Pearls to Schicksnaps 


Whether They Be Simulated, 
Cultured or Oriental 


Diamond Clasps $2.25 to $110.00 Each 


‘HARRY C. SCHICK, Inc. 


smashed the front display window of A. | 


Kahn, Inc., jewelers and platinumsmiths, 
935 F St., N.W., just before midnight on 


Sept. 10, and scooped up an assortment of | 
jewelry valued at more than $500. Only | 


the most valuable pieces were stolen. 
Complete trays of colored stone rings were 
taken. 
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New York, N. Y. 


Only 6% on balance due, no other charges. 
Tel. BEekman 3-3790 
wore 


Investigate plan for paying insurance premiums in eight 
MONROE FLEGENHEIMER 


You choose the insurance company. 


123 William St. 


installments. 





WhyPayYourPremiums at OneTime? 
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A BEST SELLER 


—a clock that clicks 
with the buying public 
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Tuis compact 30 hour Guaran- 
teed Traveling clock —an all- 
American creation—attractively 
made with Radium Dial, Gilt 


Metal Edge and Bezel to match. 

Comes in a Zipper Case made 

of genuine leather — Morocco 
finished—in 6 modern colors. 

| Retails for $5.00 | 


If your jobber does not have it, 
write direct. 
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@®@ HENRY SOCHARD CO. @ 


Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. * New York 
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DOUBLE LUCK MARRIAGE 


STRENGTH 


ENGAGEMNT 


FORTUNE 


SIMONS BROS. CO. 
269 South 9th St. Philadelphia 








ANRJA’S 1937 Convention Will Open 
Aug. 23 at Waldorf-Astoria 


Announcement of the place and date of 
the 1937 convention of the American Na- 
tional Retail Jewelers Association has 
been made as follows: 

“Due to the overwhelming demand of 
retailers, wholesalers, manufacturers and 
importers who attended ANRJA’s 1936 
convention, it has been decided to hold 
the 32nd annual conventi-n of the asso- 
ciation at the Waldorf-Astoria Hotel, 
New York, the week beginning Monday, 
Aug. 23, 1937.” 





Henry L. Sperling New Secretary of 
Jewelry Crafts Association 


Henry L. Sperling has been chosen sec- 
retary of the Jewelry Crafts Association, 





Henry L. Sperling, Secretary of Jewelry 
Crafts Association. 


48 W. 48th St., New York, to succeed 
Miss Tillie M. Burk, who resigned her 
position and was married to Morris 
Baker on Aug. 30. : 

Mr. Sperling is an attorney-at-kaw and 
was formerly engaged_in the manufac- 
turing jewelry business as a member of 
the firm of Franklin & Sperling. This 
business was liquidated in 1928 after 
having been active since 1917. 

Mr. Sperling understands the jewelry 
manufacturing business from the stand- 
point of the employer and understands 
working with employees. 

After the firm of Franklin & Sperling 
was dissolved, Mr. Sperling again took 
up the practice of law and continued this 
profession. 





Store Front Caravan 


PITTsBURGH—As a contribution to the 
Federal Housing Administration’s drive 
to “Modernize Main Street,” the Pitts- 
burgh Plate Glass Co. has built and sent 
on tour a model store front caravan, an 
exhibition of a type never before pre- 
sented to the merchants of this country. 

Following its New York showing from 
September 8 to 18 inclusive, the caravan 
started on a 50,000-mile tour of the coun- 


122 








try, covering all the principal cities. eas 
of the Rockies in an estimated period of 
from one to two years. A jewelry store 
front is one of 15 types of business repre- 
sented. 


Cornered in Minneapolis Hotel Room, 
Husten Showers Street With 
Stolen Diamonds 


MINNEAPOLIS, MINN.—Details of sey- 
eral important jewel robberies of the past 
several months may be learned from Rus- 
sel J. Husten (Houston), alias “Flea” 
Husten, who created front page news by 
showering the street with stolen diamonds 
when cornered in a local hotel by G-men, 
early on the morning of Sept. 10. 

Although the jewelry thrown to the 
street from a tenth floor room has been 
identified as that taken in the afternoon 
of the preceding day from John Krause, 
of the House of Krause, Pittsburgh man- 
ufacturing jewelers, the Chicago police 
department, at the request of the Chicago 
office of the Federal Bureau of Investiga- 
tion, has caused a warrant to be issued 
charging Husten with armed robbery of 
Jacob Baumgold, at Chicago, on June 26, 

Mr. Baumgold, member of the firm of 

Baumgold Bros., Inc., 62 W. 47th St. 2 
New York, was severely beaten in trying 
to avert the robbery of his merchandise, 
mostly loose diamonds, valued at $100,- 
000. Mr, Baumgold, Gilbert Lakin, an 
employee of the firm, a private detective 
and a taxi driver were completely sur- 
prised by four masked thugs who effected 
the hold-up in the taxi they had just 
entered. 

The United States Attorney at Chicago 
has caused a complaint to be issued 
against Husten charging him with the 
Federal offense of unlawful flight to 
avoid prosecution. He is still to be ar- 
raigned on this charge and that of the 
Baumgold robbery, and late in Septem- 
ber was confined in the county jail at St. 
Paul, Minn. His bond is set at $200,000. 

Mr. Baumgold’s assailants were con- 
nected by the police with the robbery of 
I. B. Goodman and J. S. Wexler, of 
Goodman & Co., Indianapolis: manufac- 
turing jewelers, which occurred the day 
before in Chicago. 

A reward of $20,000 has been offered 
by the Pinkerton National Detective 
Agency in behalf of the Baumgold com- 
pany for the arrest and conviciton of the 
robbers and the full recovery of the 
property, with proportionate rewards for 
return of part of the stolen gems. The 
sum of $1,000 has also been offered for 
information leading to the arrest and con- 
viction of those involved, as well as $100 
offered by the Jewelers’ Security Alliance. 

















































James Cornell Harper 


MonTREAL—James Cornell Harper, 47, 
for 30 years connected with the jewelry 
trade of Montreal as a diamond setter, 
died Aug. 29 in Royal Victoria Hospital. 
After graduation he entered the service 
of the Smith Patterson Co., Ltd., jewelry 
dealers, remaining with them for 25 years 
as a diamond setter. Five years ago he 
opened a diamond setting business of his 
own and engaged in it actively until his 
fatal illness. 
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NEW YORK: 


Jewelry News of the Metropolitan District 


A new location at 84-86 Commerce St., 
Bridgeton, N. J., was recently occupied by 
the Cumberland Sales Co. 

Sol Sprung, jewelry wholesaler, 10 W. 
47th St., has returned to his office after 
an absence of eight months, enforced 
by a severe injury. 

Arthur Bergman, secretary of the New 
York Jewelers’ Benevolent Association, 
was in attendance at the N.A.C.J. con- 
vention. 

Henry Miller of Miller & Veit, 630 Fifth 
Ave., sailed on the Aquitania Sept. 2 on 
a purchasing trip to the diamond markets 
of Amsterdam and Antwerp. 

A. Shapiro, manufacturer of diamond 
platinum jewelry, 2 W. 47th St., has re- 
turned from his vacation and has an- 
nounced the enlargement of his shop. 

Robert Klabundy has joined the sales 
force of the Edwards Diamond Co., 65 
Nassau St., and has been assigned the 
territory of the Eastern states. 

Robert Klabundy, formerly of Eichberg 
& Co., is now associated with Edwards 
Diamond Co., 65 Nassau St., and at pres- 
ent is traveling through the eastern states. 

Max Z. Stein, manufacturers’ repre- 
sentative, 9 Maiden Lane, returned Sept. 
25, from a two weeks’ trip over his west- 
ern territory, reporting satisfactory trade. 

Albert H. Betz, 9 Maiden Lane, manu- 
facturers’ representative, is completing a 
selling trip which carried him through 
Philadelphia, Harrisburg, Baltimore, 
Washington and intermediary cities. 

Daniel B. Frey, employed by Harry 
Winston, importer of diamonds, pearls 
and precious stones, 620 Fifth Ave., was 
married on Sept. 15, to Miss Ruth Jaco- 
bus, New York. 

The probated will of the late Charles 
F. Kastenhuber, senior member of Kasten- 
huber & Lehrfeld, refiners, 24 John St., 
names Hugo R. Lehrfeld and C. R. Bosse 
executors and trustees. 

Alvin R. Baer, president of Baer’s 
American Watch & Diamond Co., Inc., 
who has purchased the interests of Hugo 
Baer, will continue the business at the 
same address, 6 Maiden Lane. 

The new office and showroom of the 
Gemex Company recently opened at 9 
Maiden Lane, will be in charge of C. J. 
Schriever, and associated with him will 
be E. W. Frizzell and Miss Carmen. 

Aaron Lauterbach & Bro., dealers in 
diamonds and precious stones, on Sept. 
29 occupied new quarters in the British 
Empire building, 620 Fifth Ave., Rocke- 
feller Center. The firm had been located 
at 578 Madison Ave. 

Kenneth I. Van Cott, manager of Mar- 
cus & Co., Inc., Fifth Ave., presided at 
an executive meeting of the New York 
chapter of the American Gem Society, 
Tuesday noon, Sept. 29, at the Old Dutch 
Tavern, John St. 

M. Goldstein, of M. & I. Goldstein, 
diamond wholesalers, 48 W. 48th St., re- 
turned from an extended purchasing trip 
in Europe, on Sept. 14, aboard the S. S. 
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Normandie. 
in Antwerp. 
The Treasury Department has an- 


nounced the allowance of drawback on 
watches manufactured by the Gothic 
Watch Co., New York, with the use of 


He spent about four months 608 FIFTH AVE. 





imported watch movements and/or watch 


cases or watch heads. 

Louis Schwob attended the 
convention, representing the 
Adolphe Schwob Sons, Inc., 
porters, 22 W. 48th St. 
his son, Teddy, to the University of IIli- 
nois, where he is matriculating. 

S. Genn of S. Genn, Inc., diamond im- 
porters and cutters, returned to the New 
York office, 630 Fifth Ave., after a six 
weeks’ visit at the home office in Ant- 
werp. He reports firm diamond prices 
and is optimistic of the Fall business. 

Don Leveridge, son of A. D. Leveridge, 
diamond dealer at 607 Fifth Ave., sailed 
Oct. 7, on the S.S. Manhattan, to study 


firm of 
watch im- 


N.A.C.J. | 


He accompanied | 


Mathey-Tissot 
WATCHES 


HIGHEST GRADE SINCE 1886 
NORMAN M. MORRIS 


INCORPORATED 
NEW YORK 





CHINESE GEMS Co, 
JADE INC, 
and other Semi- 
Precious Stones for 
Compacts, Bags, 
Picture Frames and Boxes. 

Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 














REPAIRING 


the handling of rough and the technique | 


of diamond production in Holland, Bel- 
gium and France, preparatory to entering 
the business. 

Albert Ramsay, of Albert Ramsay & 
Co., 665 Fifth Ave., 


ing since the summer months. 


in June. 
in the chair. 

The wedding of Israel Chernick, Bronx 
jeweler, to Rose Rosenstein, of Port Ches- 
ter, on Aug. 16, has been announced. Mr. 
Chernick at 726 E. Tremont Ave., will 
move his business on or. about Oct. 1, to 
708 E. Tremont Ave., in the Loew’s The- 
atre Building. 

Charles T. Evans, secretary of 
American National Retail Jewelers’ As- 
sociation, with offices at 22 W. 48th St., 
has again been chosen to head the 
Jewelers’ Division in the annual Red 
Cross drive to be held as usual during 
the month of November. 

The duties of the presidency of the 
Diamond Dealers Club, Inc., have been 
assumed by Sol Brandes, 


of the president, Joseph Dehan. The office 


of vice-president will not be filled before 


the annual election in January. 

The Bronx Retail Jewelers’ Association 
will reconvene for the fall on Tuesday, 
Oct. 13. George Korsunsky, who tem- 
porarily filled the office of president, has 
relinquished the chair to Isadore Gessen, 
vice-president, who will direct the activ- 
ities for the remainder of the year. 

Leo M. Kaplan, member of the firm 
of Lazare Kaplan & Son, diamond cut- 
ters, who assisted his father, Lazare Kap- 
lan, in the cleaving of the Jonker dia- 
mond, on Sept. 18 took as his bride 
Miss Janet M. Jordan, New York. The 
newlyweds will reside at 300 Central 
Park West after a honeymoon ‘in the 
South. 

(Please turn to page 124) 
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was elected to mem- | 
bership in the 24-K Club at its first meet- | 
A report | 
was heard on the enjoyable outing held | 
Sigmund Cohn, president, was | 


| Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


the | 


who moved up | 
from the vice-presidency upon the death 


and Engraving on Jewelry and 
Silverware of Every Description 


Solky Bros., Inc. 
142 Fulton St., New York 








EXPERT REPAIRS 


SILVERWA R E 


Greatest Care Given to Heirlooms 
No job too small or too much trouble 








17 E. 38th St. 
CURRIER & ROBY “X58 





S. NATHAN & CO., Ine. 
71-73 Nassau Street. New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 





Same Day Service GUARANTEED 


DIAL REFINISHING 


All jobs leave our shop same day received 


U.S. Watch Dial Mfg. Corp. oon Yori 








Vanufacturer of Gold 

and Platinum Ring 

Vountings and Wed- 

ding Rings to Whole- 
salers 





LOUIS KOPPEL 


126 MAIDEN LANE 
NEW YORK, N. Y. 

















DIAL REFINISHING 


WATCH AND CLOCK 
HIGH GRADE EUROPEAN METHOD 
24 Hour Service 


Write for Price List 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 




















The Tri-Pact Process 


BETTER PLATING 


Moderate Prices 
Chromium, Rhodium, Gold, Silver 


TRI-PACT PLATING CO. 
20 Eldridge St. New York 











Watch and Jewelry Repair Tags 


Patent Slot—Numbered and Strung 
with Claim Check—Also others 


Prices from 80¢ per 1000 
Special trade discount to Jobbers 
Write for Samples 


SUPREME TAG CO. 


1107 Broadway, 
New York, N. Y. 





LENS DISPLAY TRAYS 
MOTTO SIGNS 


FOR WELRY & 


EMBOSSED GOLD 4 SILVER LETTERING ON 


BLACK ONYX FINISH PLAQUE 


RICE EXTREMELY MODERATE 
WRITE FOR ILLUSTRATED LEAFLET 


FIXMOBIL 


yoy-¢"" ave NEW y 








“LOHENGRIN” 


HAND-CARVED 


WEDDING RINGS 


A QUALITY LINE that will bring 
Credit to Your Store 


BLANCARD & CO. scwvonk'n''. 





RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 














| )E{ PECE—— 


DOCTORS' WRIST WATCHES 
48 WEST 48TH ST. 


NEW YORK 








WE ARE 
SPECIALISTS 


NEW ORDERS 
and 


REPAIRING 


in all its branches 


SINCE 1910 
M. J. STERN & CO. 


61 Beekman Street, N. Y. City, N. Y. 











WATCH 


PIERCE 


WATCHES 









New York Notes 
(From page 123) 


Joe Goldstone, of American Jewelers’ 
Bureau, Inc., returned last month from 
Japan, where he spent several weeks 
and closed arrangements for American 
representation of the Imperial Pearl 
Syndicate, and expects to open offices in 
New York, Chicago and San Francisco. 
Mrs. Goldstone accompanied him on the 
trip. 


The Metropolitan Jewelers Association 
will hold its first fall meeting Wednes- 
day, Sept. 30, at 9 p.m., at the Hotel 
Commodore. Hyman Goldschmidt, presi- 
dent, is conducting a campaign to enroll 
retailers in the association’s activities. 
William Wagner and Phineas Peters, 
president of the Brooklyn Association, 
will be speakers. 


Plans for the fifth annual banquet of 
the United Diamond Manufacturers Asso- 
ciation, Inc., were made at a meeting held 
Sept. 15. Arrangements are being made 
for the entertainment of four hundred 
members and invited guests at the dinner 
to be held in the East ballroom of the 
Hotel Commodore, on Oct. 31. J. Ludel, 
of Lever, Ludel & Van Thyn, 95 Nassau 
St., is chairman of the entertainment 
committee. 


Optimism concerning fall and _pre- 
Christmas prospects is widely held in 
New York’s wholesale and manufactur- 
ing jewelry circles. Sales of larger size 
diamonds are reported proportionately 
ahead of smaller. Some fine, large col- 
ored gems have been sold recently, and 
among the latter is “The Star of Jud- 
mir,” 80-carat star sapphire of dark blue 
color, by Jerome Richheimer, 608 Fifth 
Ave. 


A. W. Lewin, associated for the past 
ten years with Lasky Co., Inc., of New- 
ark, N. J., has resigned to establish his 
own advertising agency known as the 
A. W. Lewin Co., Inc. Mr. Lewin has 
conducted the advertising and promo- 
tional programs of a number of promi- 
nent jewelry manufacturers and is well 
known in the trade. Henry Kopel, an 
associate of Mr. Lewin for many years, 
is art director and production manager. 
The new company is located in the Na- 
tional Newark building, Newark. 


The Jewelers’ Four Square Club will 
begin its program for the year with a 
dinner meeting Monday, Oct. 5, at 6.30 
p.m., at the WEAF restaurant, 1174 Sixth 
Ave. An entertainment will follow the 
dinner and business session. Plans have 
been announced for the annual Election 
eve dinner-dance which will be held at 
Reuben’s restaurant. Appreximately 150 
persons are expected, this being Ladies’ 


Night. An elaborate program of enter- 
tainment is being prepared by the social 
welfare committee, headed by Moe 
Rooder. 


The New York School of Display will 
extend its curriculum for Fall with an 
advanced course in display and another 
in modern display papers. Richard P. 


(Please turn to page 125) 
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GOLD | 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings © em 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers © 
17 W. 45th St. j 
New York City 


“18 years at the same 
address” 






Bes 


(Before) 





(After ) 
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RADE 

large staff of expert 
Our Diamond Setters are 
capable of high quality work- 
manship. 

are equipped to supply 
We fine work with immedi- 
ate service at reasonable 
prices. 

us show you the kind: 
Let of work that has made 
many satisfied customers for us. 


CHAS. FAI DIAMOND SETTERS 


106 FULTON ST., N.Y. C, 











Diamonds 


and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York City 








FINDING RINGS 
ASSEMBLED 


WORK GUARANTEED 
Phone: DUMONT 4-0595 


M. D’VER 
65 S. Washington Ave. 
Bergenfield, N. J. 








SILVER REPAIRED 
equal to New 
PLATING in all 
its branches. 
Display Card on Request 


KWATT JWLY. CO. 


Before 93 Nassaa St., New York, N. Y. After 








WANTED 
Experienced jewelry man capable of 
installing dignified credit system in “bet- 
ter” type jewelry stores. 
Advertising and publicity knowledge 
an asset but not absolutely necessary. 
Give full particulars, address “G., 
5123,” care Jewelers’ Circular-Key- 
stone. 




















Clocks 
Also complete Leather Case Service 


Specializing iraveling and wvuUu0o-r 


110 West 40th St. + New York 
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SILVERLING 


silver Polish that is harmless to 

- 4 saith or Silverware. No wash- 
g necessary before or after using. 
8 ounce Bottles, Price $3.00 per Dozen, 
Prepaid. Retail, 50 cents each. A free 
sample will tell its own story. Address 


SILVERLIN G ; 
4215 East Republic Street, Peoria, Illinois 














A Modern Case and Dial 
to fit every Movement! 


We Repair and Rebuild 
all kinds of Watches. 


All Work Cuwaranteed 
S. SCHWARTZ 


: 64 W. 48th St., New York, N.Y. 
8% L. 10 Kt. R.G.P. Case & Dial $1.35 












“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lys hrislie fb, 


65 NASSAU STREET NEW YORK 








ENGRAVED SEAL STONES 
Mi For Schools and Colleges 





“One thing done well” 





The S. E. MORRO Co. 
554 Vanderbilt Ave., Brooklyn, N. Y. 











Send us your Old Stock of Unsalable Watches 


We will Kebuild them .. . Repair them and fit 

them into Modern, Latest Design Cases. Natural 

Gold Color, Stainless Steel or Chrome with at- 

tractive Dials to match, as Low as $2.25 Complete. 
35 Years in the Trade 


1. KUNNEL 
2 WEST 47th STREET 





NEW YORK 





ele) Body. a Re) 4- 


FOR ALL COLORS AND KARATS 
FOR PLATE, WIRE OR CASTING 


GOLD SOLDER ALLOYS 
SPECIAL ALLOYS FOR ENAMELING GOLDS 


_ H.HENRICH.INC. 








PLATING 


Silverware Repaired and Refinished 
Equal to New—Clocks Gold Plated 
RHODIUM, CHROMIUM—GOLD—SILVER, NICKEL 

STaNvaRD For Over Firteen Years 
JosePpH RUBIN ELECTRO PLATING Corp. 
(06-8 FULTON STREET New York 
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New York Notes 
(From page 124) 


Lapointe, display manager of John 
Wanamaker’s Men’s Store, Philadelphia, 
will be the instructor in the advanced 
course in window and store interior dis- 
play, beginning Oct. 21, meeting Wednes- 
day nights until Dec. 9. The course in 
display papers will be held one after- 
noon weekly for eight weeks, beginning 
Oct. 17, with George Duffy, display and 
sales promotion counsellor of the Denni- 
son Mfg. Co., in charge. 

Detective Patrick J. Sullivan was re- 
warded with a handsome Hamilton 
curved model wrist watch by the New 
York Jewelers Benevolent Association for 
his courageous action and steady hand in 
bringing down two thugs who attempted 
the recent hold-up of the jewelry shop of 
Louis Gutter, 2 Church St. The pres- 
entation was made by Louis Cutler, pres- 
ident, at a meeting held Sept. 5, a few 
days after the attempted hold-up. Phineas 
Peters, president of the Brooklyn Jewelers 
Association, and Hyman Goldschmidt, 
president of the Metropolitan Jewelers 
Association, guests, also lauded Sullivan’s 
act. The first bi-weekly meeting of the 
association, Sept. 1, was attended by 
more than 100 members. 


The class in jewelry designing at Me- 
chanics Institute, 20 West 44th St., opened 
its fall term on Sept. 18 with a registra- 
tion of 55 students. The director of Me- 
chanics Institute, Louis Roullion, is high- 
ly pleased with the applicants for the 
jewelry designing course as they repre- 
sent nearly all branches of the jewelry 
industry from the salesman behind the 
counter to the craftsman in the studios and 
elsewhere. A number of new students 
have been enrolled since the exhibition of 
the work of students at the convention of 
the American National Retail Jewelers’ 
Association at the Waldorf-Astoria which 
was in charge of C. A. Jakobb, instructor 
in jewelry designing at Mechanics Insti- 
tute. It is expected that there will be a 
still larger attendance in the class within 
a short time. 

A new firm of diamond setters, oper- 
ating under the name of Greaves & 
Golderer, began business, recently, at 1 
W. 47th St. Howard J. Greaves, born in 
Birmingham, England, after serving his 
apprenticeship with Tandy & Sons, went 
to Manchester, England, where he worked 
two years before going to Montreal for 
three more years. Since coming to New 
York in 1908, he has been employed by 
Powers & Mayer, J. Mehrlust, Black, 
Starr & Frost, John R. Kime and William 
McTeigue. In 1919 he went into business 
under the firm name of Greaves & Allen, 
and in 1927 went to work inside with the 
Fifth Avenue Platinumsmiths. For the 
past eight years he has been with Katz 
& Ogush. John Golderer served his ap- 
prenticeship with Golderer & Kohler. For 
five years he then worked for George 
Haus, regarded as one of the finest dia- 
mond setters. He then was in business 
as an outside setter until the war. For 
12 years he was head setter for C. P. 
Goldsmith & Co., and for the past three 
years was employed by Katz & Ogush. 
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Why Not Do Your Own Plating !! 


SAL-HYDE IS A PATENTED CONCENTRATED 
SALTS. All ingredients of pure materials and 
chemicals. Ready for immediate use when dis- 
solved in hot water. Nothing else necessary. 


Made in Rhodium, Gold In All Colors, 
White Gold, Silver, Copper, Oxidiz- 
ing, Spotting, Nickel and Stripping. 


Plating Taught Grat's to Users of Sal-Hyde 
Salts. 


The W. Green Electric Co. 


182 Broadway, New York 











Initial MARCASITE Jewelry 
(Brooches-Fobs-Rings- Bracelets) 
in 
Sterling Silver 





Quality—finest 
Service—quickest 
Workmanship—best 


Send for our photo 
of Pins and Fobs 


MOHEL & MARIO, Inc. 


38 W. 32nd St. New York, N. Y. 











Iidees Paris an- 
nounces a unique 
jewelry fashion ser- 
vice—the first of its 
kind to reach 
America. These ex- 
clusive creations 
by renowned Pari- 
sian designers are 
of incalculable 
value to every Amer- 
ican manufacturer 
of all types of 
jewelry, precious or 
imitation. Your in- 
quiry is invited. 


MAGNIFICENT 


PARISIAN 
JEWELRY 
DESIGNS 


IDEES PARIS 


503-5th AVE., N.Y.C. 














WHERE TO BUY | 


PARK AVE. 





f 


@ANCHESTER 
SILVER COMPANY 


PROVIDENCE RHCDE ISLAND 








G.H. FRENCH & COMPANY 
(Oma) 


Silversmiths 


NORTH ATTLEBORO - MASSACHUSETTS 
Send for Latest Catalog 








MIRPO SILVER POLISH DE LUXE 
Best. Non-poisonous. Non-inflammable. 
Easily applied; easily removed. 
Order thru your jobber or direct. 

Write for free sample. 


MIRPO PRODUCTS MFG. CO. 
LaPORTE, INDIANA 


aUTTLe 


ARISTOCRATIC 
STERLING 


TUTTLE 
SILVER Not 
CO.INC. 
owe TREE 107 


Ww. CANTON ST 
BOSTON, MASS. 


SILVE® 


America’s 

















A superior polish — backed 
by over a century of experi- 





eA 
POLISH 


VERS Ve? 


DUB-L-LOK 


WORKS AUTOMATICALLY 


ence in the manufacture of 
fine silverwore. For use and 


resole—borrels to 3 02. jors. 


REED & BARTON Taunton, Mass. 























The Safest Safety Catch 
Sample on request 


[WELLS MFG.CO. "EE 


Massachusetts School of Uptometry 
INCORPORATED 
Standard Three-Year Day Course 
Post Graduate and Special Courses 
Arranged 











For further information address: 


1114-1118 BOYLSTON STREET 


Boston, Massachusetts 





PROVIDENCE: 


Happenings in the New England Territory 


John Ellis Haskell of 14 Burke St., 
Pawtucket, has filed ownership statement 
at the Pawtucket City Hall of the Tower 
Clock Co., 14 Burke St. 


Boris Farland has filed statements at 
the office of the City Clerk of ownership 
of the Hamilton Chain Co. and the Stet- 
son Novelty Co., both at 158 Pine St. 


The Weybosset Jewelry Co. has re- 
moved from the Woolworth building to 
192 Weybosset St., within a few doors of 
where its store was formerly located for 
more than 30 years. 


Ashbel T. Wall, Jr., of A. T. Wall 
Co., Inc., was a member of a fishing 
party off Block Island recently that’ cap- 
tured a trunk-back turtle weighing over 
450 pounds. 

James J. O’Grady, with offices at 35 
East Wacker Drive, Chicago, has been 
appointed mid-Western reresentative of 
the Rueckert Mfg. Co. of Providence. 
William H. Wade has been promoted to 
the sales promotion department of the 
same company. 

Winfield J. Fuller, 54, dealer in dia- 
monds, old gold and jewelry at 49 West- 
minster St., died at the Rhode Island 
Hospital, Sept. 8, following a sudden col- 
lapse at the wheel of hic automobile, 
shortly before being removed to the 
hospital. 

Of the 184 persons injured in indus- 
trial accidents in Rhode Island during 
the month of July, according to the re- 
port of L. Metcalfe Walling, state di- 
rector of labor, issued a few days ago, 
only 12 are listed as happening in the 
manufacturing jewelry industry. 

Richard W. March, for the past 13 
years with L. G. Balfour Co., Inc., manu- 
facturers of school and fraternity jewel- 
ry, has been transferred to the Cleveland 
office of the company. Mr. March was 
presented with a sum of money and a 
brief case by the office. 

The Swank Products Co., of Attleboro, 
has filed a suit in Federal Court at 
Providence against Silverman Bros., of 
Providence, seeking a permanent injunc- 
tion to restrain the respondent from al- 
ieged patent infringements. The Attle- 
boro company also seeks an accounting 
of damages and profits. 

At the annual meeting of the Town 


| Criers of Rhode Island, H. Harold Price, 


with Tilden-Thurber Corp., was elected 
chairman of the better business bureau 
committee; Joel L. Pincus, with The Out- 
let Co., chairman of the house commit- 
tee, and Ralph L. Griffith of the R. L. 
Griffith & Son Co., Inc., chairman of the 
what cheer committee. 

Registration has been granted to Cohn 
& Rosenberger of New York, with a fac- 
tory plant in Providence, for a trade 
mark, “Debutante,” covering comb cases, 
cigarette cases, compacts, lockets, initials, 
pendants, evening bags, clips, containers, 
hat ornaments and buckles, all made 
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wholly or partly with precious metals 
and stones for setting and other jewelry 
for personal wear or adornment, not in- 
cluding watches. 

General Plate Co., Inc., 34 Forest St., 
Attleboro, Mass., by the addition of a 
second floor to its main building, will 
have one of the largest, in the matter of 
total floor space, in the city. The new 
addition will be 99 by 52 feet. Rapidly 
becom:ng one of the most important in- 
dustrial plants in the section, the company 
has had to enlarge several times recently 
because of increasing business. 

Abner E. Claflin, manufacturing 
jeweler here for 50 years, died Aug. 29, 
at his home, 64 Lenox Ave., after a long 
illness. He was aged 81. He began in 
the jewelry manufacturing business in 
Springfield, Mass., and came here 50 years 
ago. He was located at 144 Pine St. 
where for many years he manufactured 
watch cases for the Ladd Watch Case Co. 
His widow, Mrs. Mary E. Claflin, is his 
only immediate survivor. 


Seventy-e.ght corporations, firms and 
individuals representing the manufactur- 
ing jewelry and allied industries are in- 
cluded in the annual tax list of the City 
of Providence against whom taxes have 
been assessed to the amount of $50,000 
or more each, according to the returns 
filed a few days ago by the Board of 
Tax Assessors with the City Treasurer 
for collection. Included in these seventy- 
eight taxpayers are nine that are as- 
sessed on a property valuation of one mil- 
lion doilars or over. 





R. I. Unemployment Insurance Law 
Discussed by Employers 


PROVIDENCE, R. I.—In response to a cir- 
cular letter issued by the New England 
Manufacturing Jewelers’ and_ S.lver- 
smiths’ Association, more than 100 manu- 
facturing jewelers and members of their 
office forces gathered the night of Sept. 
10 in the Providence-Biltmore Hotel to 
discuss the provisions of the Rhode Island 
Unemployment Compensation Law. Fred- 
erick A. Ballou, Jr., of B. A. Ballou & 
Co., Inc., presided. A steak dinner pre- 
ceded the speaking. 

Speakers included Prof. George E. 
Bigge, chairman of the Rhode Island 
Compensation Board; L. Metcalfe Wal- 
ling, director of the Rhode Island State 
Department of Labor; A. Henry Thurston, 
executive assistant of the Massachusetts 
Regional Social Security Board, Boston; 
Thomas H. Bride, Jr., director of the 
Rhode Island Employment Service; Nor- 
man Meiklejohn, manager of the Provi- 
dence office of the State Employment Ser- 
vice, and Joseph H. Cull, a member of 
the Rhode Island State Board. 

Mr. Bride said that the law affects con- 
cerns employing four or more employees, 
officers of a corporation drawing salaries 
to be considered employees, but partners 
in a business considered employers. 
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1 
BYARD F. BROGAN 
Manulacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street PI hiladelphia 








» OOP E R 


MANUFACTURING JEWELERS 
SINCE 1907 


SPECIAL ORDER WORK—REPAIRING 
711 SANSOM ST. PHILADELPHIA 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS 
JEWELERS AND ENGRAVERS 





a Xi Broad and Somerset Streets 
: PHILADELPHIA, PA. 








ELGIN & CYMA 
WATCHES 


LOUIS SICKLES 
1015 Chestnut St., Philadelphia, Pa. 
“Wholesale Distributors to the Trade” 














ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 


SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 42 years) 








ZIRNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 
F. X. ZIRNKILTON = Pitadetent 


PHILADELPHIA 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMeER & GIBBONS, INC. 
117 So. 10TH St. PHtLapeELPHIA 








BOWMAN 
Technical School 


Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘“‘Your Future and Our School.”’ 


JOHN J. BOWMAN, Director 
Bowman Bildg., Lancaster, Pa. 
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PHILADELPHIA 


J. A. Murray, specialist in fraternal 
jewelry, has leased offices in the Bechtel 
building, 729 Sansom St. 


Factory and office employees of I. 
Bedichimer & Co., Sansom and 12th Sts., 
took part in a fishing trip at Fortescue, 
N. J., on Saturday, Aug. 29. 

Howard Beehler, of the Hamilton 
Watch Co., Lancaster, Pa., addressed a 
dinner meeting of the Horological Guild 
of Philadelphia, Sept. 23, at the Van 
Tassell restaurant, 120 S. 13th St. 

Byard F. Brogan, manufacturer of 
mountings, 805 Sansom St., won the Class 
A trapshooting trophy at the semi-annual 
outing of the Pennsylvania Fish and 
Game Association, on Sept. 16. 

A little ingenuity and a very small in- 
vestment in electrical material paid good 
dividends to A. Zlotnick & Co. on Sept. 
23, when two men, suspected in at least 
seven other Philadelphia jewelry store 
robberies, were trapped by a home-made 
alarm in the store at 708 Sansom St. With 
a few dry cell batteries, a little electric 
wire and several contacts, the alarm was 
rigged up after two or three recent rob- 
beries so that anyone but the clerks, who 
would touch a cut-out to open the display 
cases, would set a bell ringing. The front 
door was hurriedly locked when the alarm 
sounded and police who were summoned, 
took into custody two suspicious persons, 
who were either in or near the store on 
the occasion of the other robberies. Two 
diamond rings, valued at $600, which had 
been removed from a display case, were 
found on the floor where they had prob- 
ably been tossed when the suspects were 
trapped. 





One-Handed Watch Work 


Courage and ingenuity enabled Fred 
Roese, jeweler at 124 Main St., Penn Yan, 
N. Y., to carry on with watch repairing, 
despite the loss of part of the thumb and 
injury to all but the little finger of his 
left hand in an accident. He hired a tool- 
maker to set up a “mechanical left hand,” 
a vise like the top of an engraving block, 
closing by leverage applied by a pedal. 
With his uninjured right hand and this 
vise, the first week after the accident he 
put a mainspring into a barrel, cleaned 
several watches and set a jewel in a 
bezel. Now he is recovering use of the 
injured fingers. 


Joseph M. Kirby 


Boston, Mass.—Joseph M. Kirby, pres- 
ident of the J. M. Kirby Co., Inc., deal- 
er in watchmakers’ and jewelers’ sup- 
plies, died Sept. 6 after an illness of 
three days. The deceased was a mem- 
ber of the Joseph M. Kirby Club, a 
jewelers organization. A past state dep- 
uty of the Knights of Columbus, Mr. 
Kirby was a leader in the fight for clean 
movies, being regional director in the 
campaign for the Boston diocese by ap- 
pointment of Cardinal O’Connell. In 
1934 he was boomed as a candidate for 
lieutenant-governor. Mr. Kirby, who 
was aged 48, is survived by his widow 
and five children. 
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SPECIAL ORDER WORK IN 


PLATINUM AND GOLD 
HIEGL & HLAVATSCH 


Mtg. Jewelers 
720 SANSOM ST. PHILADELPHIA, PA. 
Repairing. Satisfactory Service for Over 20 Years 











ELGIN WATCHES 


Complete Stock On Hand 
tas Aremaixy dare, 


Ge 
| cxmaley 
SCRANTON, PENNA. 


“FACTORY DISTRIBUTORS” 








DIMES 


STERLING 











OLD GOLD, SILVER, 
PLATINUM soUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awaiting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 














We've Made Your Pleasure 





Every week thousands of trav- 
elers select the Benjamin 
Franklin when they come to 
Philadelphia because we've 
made it our business to please 
them. 

You, too, will like the smil- 
ing service, and the big, com- 
fortable rooms, all with bath. 
Rates are as lowas $3.50 a day. 


THE 
BENJAMIN 
FRANKLIN 


SAMUBL EARLEY, Managing Director 


Philadelphia. 
































[ WHERE TO BUY 








GRAU & HUBER 


Manufacturing Jewelers 


Our Specialty 
Diamonn Setrine ano Speciat Orver Work 
Warcu ano Jewetry Repairine 
Engraving ano Carvinc of Aut Kinos 
Atso Stamping of Leatner Goons 


416 CLARK BUILDING 
1918 PITTSBURGH, PA. 1936 








DISTINCTIVE 
HOLIDAY MERCHANDISE 
* 

TOILET SETS 
GIFT ITEMS 
MEN'S ZIPPER SETS 
WATCHES 


and 
DIAMONDS 


M. BONN CO. 


713 PENN AVE. PITTSBURGH, PA. 








EXPERT REPAIRS 
Jewelry of Every Description 
DIAMOND SETTING AND ENGRAVING 
DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg. Pittsburgh, Pa. 








JEWELERS' SUPPLIES 
DISTRIBUTORS OF 
Genuine Factory Materials. 
Watch Glasses, Tools, Findings, Etc. 
Optical Findings. 
MARTIN GLUCK & SONS 
New Address: 
313-14 Clark Bldg. Pittsburgh, Pa. 








FOR THE 1936 SEASON 


WE OFFER 
THROUGH THE FACILITIES OF A 
BETTER EQUIPPED STORE ALL THAT'S 
NEW IN... 


ELGIN 


WATCHES 


IF IT'S MADE, WE HAVE IT IN 
STOCK—TRY US. 


ALSO LARGE ASSORTMENT WRIST 
WATCH ATTACHMENTS. 


KESTENMAN—SIMMONS 
HADLEY - GEMEX- STERN 


SAMUEL 


WEINHAUS 


COMPANY 
720-722 PENN AVE., PITTSBURGH, PA. 























PITTSBURGH: 


Landay & Finn have taken new and 
larger quarters in Room 415 of the Clark 
building. 

H. B. Light & Co., wholesale jewelers, 
Clark building, have added several new 
employees. 

David and Saul Weis have returned 
from an extensive road trip through Ohio 
for Grafner Bros. 

H. A. Schulze, representing Ralph W. 
Biggs & Co., New York City, was a re- 
cent Pittsburgh visitor. 

Leonard Rosenthal, of Mills Credit 
Jewelers, Lockport, N. Y., was on a buy- 
ing trip to Pittsburgh recently. 

Harry Landaw, Landaw Bros., Clark 
building, has returned from a business 
trip to New York City. 

Francis A. Keating, president of Gro- 
g7n Co., Inc., Sixth Ave. at Wood St., 
tas returned from a business trip to New 
York City. 

M. S. Slaven, retail jeweler, Morgan- 
town, W. Va., was on a buying trip to 
Pittsburgh recently, accompanied by Mrs. 
Slaven. 

Phil Lipson, Fairmont, W. Va., and 
Mr. De Shauer, Clarksburg, W. Va., 
were in Pittsburgh recently, calling upon 


wholesale jewelers and_ replenishing 
stocks. 
Formal reopening of the remodeled 


store of S. H. De Roy & Co., Inc., Johns- 
town, Pa., is scheduled for Oct. 1. The 
De Roy store suffered heavily during the 
St. Patrick’s Day flood. 

Herman Cerf, president of M. Bonn 
Co., Inc., wholesale jewelers, 713 Penn 
Ave., has returned from a business trip 
to Cincinnati, where he reports improved 
business conditions. : 

Announcement has been made of the 
engagement of Miss Naomi Ruth Pearl- 
man of Woodwell St., Squirrel Hill, to 
David G. Freedman, sales representative 
of Grafner Bros. The marriage will take 
place after the first of the year. 

Helfer’s, Inc., retail jewelers, for many 
years at 617 Penn Ave.,, are taking larger 
quarters on the ground floor of the Clark 
building, 715 Liberty Ave. The quarters 
on Penn Aveée., severely damaged by the 
St. Patrick’s Day flood, are being razed. 

Formal opening of Bernard Posner’s 
new retail jewelry store at Connellsville, 
Pa., was held Sept. 22. The building is 
one of the most attractive in the district. 
Mr. Posner is a son of Meyer Posner, 
Mt. Pleasant, Pa., retail jeweler. 

Alexander C. Dunn is the new credit 
manager for John M. Roberts & Son Co., 
Inc., 429 Wood St. Mr. Dunn was asso- 
ciated with the Joseph Horne Co. for 
many years and more recently was as- 
sistant credit manager for Frank & Seders 
department store. 

Maurice W. Rihn and Herbert J. Ter- 
heyden, of the Terheyden Co., Inc., retail 
jewelers of 530 Smithfield St., were mem- 
bers of the Pittsburgh Chamber of Com- 
merce trade tour group which journeyed, 
during the week of Sept. 14, throughout 
cities in the northwestern part of the 


(Please turn to page 129) 
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Pittsburgh Notes 
(From page 128) 


State. The Terheyden Company has been 
building up a splendid out-of-town trade 
as a result of advertising. 

Formal opening of the new jewelry 
store of Max Wolfson, operating Wolf- 
son’s Credit Jewelers at 207 E. 8th Ave., 
Homestead, Pa., was held Sept. 3. Mr. 
Wolfson, whose pet diversion was to 
hand out “good luck” horseshoe placques 
to numerous retail jewelers entering busi- 
ness, while a member of the old firm of 
Wolfson & Grau, was the recipient of 
floral tributes. 

Caro Yamaoka, representative of K. 
Mikimoto, 630 Fifth Ave., New York 
City, called upon leading retail jewelers 
in Pittsburgh Sept. 15. Mr. Yamaoka, an 
unusually well-informed gentleman on 
pearls, said that his firm was enjoying 
good business and that he found retail 
jewelers unusually optimistic regarding 
the holiday trade. He visited Cleveland 
and Buffalo, and other New York points, 
before returning to headquarters. 

Benedict Biggard, who died at his home 
in this city Aug. 13, disposed of an 
estate valued at $83,000. Distributing 
cash bequests of $1,000 each to his grand- 
children and gifts of stock to several 
employees of Biggard & Co., of which he 
was the head, including 100 shares to 
Martin Schulheer, treasurer, he directed 
that the remainder of the estate be dis- 
tributed among his four children, Mrs. 
Claire Lichtenstul, Mrs. Helen Sanger 
and Lawrence and Bertram Biggard. The 
home at 6383 Morrowfield Ave. went to 
the daughters. 

John Kraus, head of the House of 
Kraus, ring manufacturers, 530 Du- 
quesne Way, was the victim of automo- 
bile bandits Sept. 9, while driving alone 
along the highway in the vicinity of Free- 
port, Ill., in broad daylight. Four or five 
bandits in an automobile forced Mr. 
Kraus off the road and while two of the 
thieves covered him with their guns, the 
others took his two sample cases of rings 
and other valuables. Mr. Kraus notified 
the police at Freeport, but the robbers 
made a get-away. He was unable to 
place an estimate on the value of the loot. 

An imposter was arrested by police in 
McKeesport, Pa., Sept. 13, after victimiz- 
ing numerous jewelers of that city, and 
nearby Elizabeth, out of several hundred 
dollars. Police said that the man had 
visited several jewelers in McKeesport 
and Elizabeth and sold them “gold 
bridges,” telling each jeweler that he had 
just taken the bridge from his own mouth. 
A quick test showed the dental bridges to 
be of gold, and he was paid accordingly, 
police reported. But further examination 
showed they were made of plaster of 
Paris and merely coated with gold. When 
arrested, police claimed that his pockets 
were filled with fake gold bridges. 





Constance Butterworth, 18-year-old 
daughter of Frank H. Butterworth, 616 
N. Greenwood St., Marion, O., soon will 
qualify for all branches of watch repair 
work, For the last five years her father, 
who learned the trade 30 years ago in 
Rockdale, Eng., has been her instructor. 
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In the Field of Advertising 
and Trade Promotion 

















A handsome new folder on the Ham- 
mercraft buffet servers will soon be 
mailed to the trade by Wm. Rogers & 
Son, Meriden, Conn. These products 
come in attractive gift boxes. 


* * 


A new Friday night radio show en- 
titled “Time Flies” was put on the Mu- 
tual Broadcasting Network Sept. 25, at 
8 p.m. (E.D.T.) by The Gruen Watch 
Co. A half hour of music and fun fea- 
tures Commander Frank Hawks, the 
holder of over 200 aeronautical records. 
Milton Rettenberg and his Aviators pro- 
vide the musical background and Allyn 
Joslyn is master of ceremonies. 

** * * 

Radio will feature “sound picture3” 
when the new “1847 Musical Camera” 
program, sponsored by the International 
Silver Co., Meriden, Conn., makes its 
debut, Sunday, Oct. 25, over the NBC red 
network stations. The broadcasts, from 
4:30 to 5 p.m. (E.S.T.), will portray a 
series of tone pictures ranging from cur- 
rent news to historical scenes through the 
medium of orchestra, dialogue and vocal 
soloists. 

* * * 

Leys, Christie & Co., 65 Nassau St., New 
York, possess the most complete line of 
loose cultured pearls, drilled and un- 
drilled, from the Dutch East Indies, in 
the metropolis. These pearls are named 
Shirocho, meaning “white butterfly,” and 
as the oysters are larger than the ordi- 
nary pearl-bearing oysters, the pearls are 
said to run to larger sizes. 

* * * 


General advertising of the 1936-37 
Toastmaster line, the longest advertising 
campaign in the history of the McGraw 
Electric Co., Minneapolis, broke Sept. 14. 
Unit production is up 155 per cent, sales 
are 180 per cent over last year, and the 
factory is working day and night, reports 
Kenneth C. Gifford, sales manager of the 
company’s Toastmaster Products Division. 


* * «# 


Approximately 125,000,000 readers will 
be reached by the fall advertising sched- 


_ ule of the W. A. Sheaffer Pen Co., Fort 


Madison, Iowa, which includes nearly 
250 newspapers, four-color rotogravure in 
college papers, inside front covers in T”’ 
Saturday Evening Post, four-color posi- 
tions in Esquire and inside front covers 
or back covers in College Humor and 17 
other magazines. Spot radio announce- 
ments will be used over 32 selected sta- 
tions until Christmas. 
*“* © 


Hamilton Watch Co.’s new fall cata- 
log lists, among other innovations, a 
new series of 20/0 size models for women, 
which, together with additions to the 21/0 
size grade 995 series, give Hamilton the 
widest selection of watches for women 
in its history. Elinvar, a rustless, anti- 
magnetic alloy used in the manufacture 
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of hairsprings, is now standard equipment 
on Hamilton pocket, strap and wrist 
models. 


Large Field Takes Part in Golf 
Tourney at Nayatt Point 


ProvipENCE, R. I—Samuel Hamin, 
president-treasurer of Thomas McGrath, 
Inc., of this city, won the premier prize 
in Class A at the semi-annual tourna- 
ment of the Manufacturing Jewelers’ 
Golf Association, Sept. 15, at the Rhode 
Island Country Club at Nayatt Point. 
There was a large field of players and 
a larger gathering at the dinner which 
followed the playing. 

The arrangements for the affair were 
in charge of William J. Gow, Frank 
Collins, Joseph Lancor, B. H. Whitaker, 
Joseph Whitaker, Harry Adams, Harold 
P. Andrews, William Hendricksen and’ 
Thomas Manning. 

Players were divided into three classes: 
A and B for members and a guests’ di- 
vision, with 15 prizes, five in Class A, 
six in Class B and four to the guests’ 
division. Samuel A. Hamin captured the 
Class A gross prize with a score of 81, 
finishing two strokes ahead of Harold -D. 
Baker, Jr., with 83. The latter took first 
net prize with his 83-12-71. Other win- 
ners in Class A were: Harold Lister, 
88-14-74; Frederick Lister, 84-9-75, and 
William Hendricksen, 91-16-75. 

In Class B, the best gross prize went 
to Samuel M. Stone, Jr., who hung up a 
94. The five net prize winners were: 
George N. Cook, 94-20-74; Gustave E. 
Sistrand, 105-28-77; Richard Kolseth, 97- 
19-78; Earle S. Ashley, 103-24-79 and 
Edson W. Sawyer, 103-24-79. 

Only net prizes were offered in the 
class for guests and the low score in 
this group was Raymond P. Baker, 
whose card showed 97-16-81. The other 
three winners were Ernst T. Voigt, with 
88-13-75; Victor Hart, 93-17-76, and 
James C. Pettigrew, 97-20-77. 





Troy, N. Y.—A thief, fleeing with 
three diamond rings, valued at $395, 
which he had been shown by Harry M. 
Adels in the latter’s jewelry store, 354 
Broadway, Sept. 12, was captured after a 
chase of more than two blocks, by three 
city police. The thief was charged with 
grand larceny. 
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334 W. Chestnut St. 
LOUISVILLE, KY. 








Surplus Outlet Co. 


Cash buyers of complete 
Jewelry Stores or your surplus 
stock. References, Jewelers’ 
Board of Trade and American 
National Bank, Chicago. All 
communications confidential. 


PAUL ROSENBERG, Mgr. 
5 So. Wabash Ave., Chicago, III. 














Jewelry valued at $276 was stolen from 
a showcase of the Carrie Paris Co., 954 
E. McMillan St. 


Charles H. Wessling, 28, jeweler, 3487 
Stathem Ave., and Alma Klein, 23, 3153 
McHenry Road, obtained a marriage 
license in Cincinnati. 


A runaway automobile crashed into 
the jewelry store of Edward F. Kaelin, 
1823 Vine St., smashed a display window 
and destroyed the marble base for a loss 
estimated at $165. 


Honorariums in the form of breast 
pocket watches will be distributed to 
workers at Democratic state headquarters 
at Columbus, Ohio. On the back of the 
watches is a likeness of Gov. Martin L. 
Davey. 


Three Negro boys put over a “fast 
one” on clerks in the Greenwald Jewelry 
store. The boys, working below the level 
of the counter, stole seven watches valued 
at $300 and were not seen by the clerks 
until they were on the way out. 


Charles Rauch, of C. H. Rauch, Inc., 
wholesale jewelers, recently visited the 
Great Lakes Exposition at Cleveland, ac- 
companied by Mrs. Rauch. J. Charles 
Hummel, scribe of the Town Criers, also 
visited the exposition for several days. 
He took his son with him. 


A ship’s clock engraved with “Pre- 
sented by the Propeller Club, Port of Cin- 
cinnati, September 10, 1936,” was given 
to Lieut.-Colonel Charles L. Hall, U. S. 
Engineers, at a farewell luncheon here. 
Colonel Hall was transferred to Fort 
Du Pont, Del., after being in charge of 
the Cincinnati district four years. 


Harry Wessels, 72, a veteran of the 
manufacturing jewelry industry in Cin- 
cinnati, died recently. He had been as- 
sociated with the former Fox Brothers Co. 
for 45 years and retired shortly after that 
firm was dissolved. He was a bachelor 
and made his home in Cheviot, a suburb 
of Cincinnati. He is survived by two 
sisters and two brothers. Burial was 
in St. Mary’s cemetery, St. Bernard. 


Opening of the remodeled, reconditioned 


salesrooms of Heesen-Hascall Co., which 
is the result of the merger of Norman 


Hascall & Son, Inc., 329 Superior St. and_ 


Heesen Co., Inc., 1 Spitzer Arcade, To- 
ledo, Ohio, was held Sept. 15. An addi- 
tion to salesrooms 1, 2 and 3 of the Spitzer 
building was opened at 316 Madison Ave. 
Norman E. Hascall will have charge of 
the silver department and George E. Hee- 
sen of the diamond and watch depart- 
ment. 


A display of slides to be used in and 
around Cincinnati in an educational cam- 
paign by Cincinnati Guild, Ohio Watch- 
makers, was made at the monthly meet- 
ing of the local unit of the United 
Horological Association of America. The 
campaign will be undertaken to show 
why proper care should be given all 
timepieces and it will be in charge of an 
educational board of which Harry Floter- 
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mersch is chairman and Richard Aukep- 
thaler, vice-chairman. The local chapter 
also is publishing a small journal which 
sets forth all watch cleaning and repair- 
ing activity within the confines of the 
Queen City. The paper will be sent to 
every jeweler here. 


But one man is assured of election in 
the annual vote to be held by Cincinnati 
Guild, Ohio Watchmakers Association, in 
October. That is Ed Mittendorf, who is 
legal advisor of the local guild. Two 
tickets have been selected, one being the 
Balance Wheels and the other Main 
Springs. The candidates include: 
“Balance Wheels” “Main Springs” 

President 
William Funk Leo Hoffer 
Vice-President 
Edward Sohngen Harry Flotemersch 
Recording Secretary 
R. Flaxmayer Walter Sturgis 
’ Corresponding Secretary 
Joseph Voss Albert Cefalu 
Financial Secretary 
Frank Demmer 
Treasurer 
Hans Demmer Nick Rabong 
Sergeant-at-Arms 
William Grogan Max Gregor 
Executive Committee 
Anton Gangl Frank Foegler 
Frank Garrett J. W. Seltzer 


C. Flint 


Henry C. Graffe 


A partnership of more than 30. years 
was ended Aug. 28 when Henry C. 
Graffe, of Graffe & Stanek, Chicago, 
manufacturing jewelers, died at his home 
in Wilmette, Ill. Mr. Graffe had been 
confined to his home for more than four 
months, by an illness resulting from an 
injury received more than two years ago. 
He is survived by his widow, who re- 
tains his interest in the business, which 
will be continued without any changes in 
policy and will be under the manage- 
ment of the other partner of 30 years, 
Tom Stanek. Mr. Graffe had been a 
popular member of the Golden Roosters 
from the beginning. 





Elmer E. Lane, associated with the 
jewelry business in Norton and Attleboro, 
Mass., for nearly 50 years, died Sept. 17, 
at his home at the former place. Mr. 
Lane who retired from business about 
seven years ago was at one time presi- 
dent of the jewelry firm of Elliott & 
Douglas at Norton. The deceased had 
held several offices in city and state gov- 
ernment. 





Gemex Watch Attachments will launch 
an extensive advertising campaign this 
fall and winter, employing such major 
periodicals as Collier’s, Esquire, Amer- 
ican Magazine and Fortune, with a total 
circulation of well over 5,000,000. An 
attractive program of dealer help adver- 
tising is now being prepared for retail 
jewelers in the form of illustrated fold- 
ers, counter displays, etc. 
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F.T.C. Studies Motion to Prohibit L. & C. Mayers Co., Inc. 
: From Cataloguing List Prices and Discounts 


WasuincTon, D. Cc. — Argument was 
held before the Federal Trade Commis- 
sion, Sept. 9, in connection with the mo- 
tion of the Commission’s chief counsel to 
mod:fy the cease and desist order in the 
case of L. & C. Mayers Co., Inc., New 
York jewelry dealers. 

Edward L. Smith represented the Com- 
mission and the Mayers Co. was repre- 
sented by Joseph M. Hartfield. 

Mr. Smith told the Commission that the 
proposed modification would prohibit the 
Mayers Co. from using list prices and 
discounts from list prices in its catalogues. 
He contended that the proposed modifica- 
tion will more effectively require the com- 
pany to cease and desist from unfair 
methods of competition alleged in the 
complaint and found by the Commission 
in its findings as to the facts to have been 
used by the Mayers Co. 

Counsel for the Commission called at- 
tention to the fact that the findings of the 
Commission had been appealed by the 
company to the Circuit Court of Appeals 
for the Second Circuit and he contended 
that the Commission should grant the mod- 
ification because after a decision has been 
rendered by the Court it will be too late 
to amend the order. He stressed the fact 
that this is not an extension of the original 
cease and desist order but that it is merely 
a modification. He contended that the 
propesed modification is justified by the 
complaint and the testimony taken in the 
case. 

Mr. Hartfield, in pleading with the 
Commission to deny the modification, said 
that if granted it will add confusion and 
hardship to his clients in the court case 
and that as it now stands it will make a 
clear cut case for future precedents. 

In his argument Mr. Hartfield con- 
tended that the question of whether or not 
the respondent company is entitled to use 
the terms “List price” or “list prices” in 
its catalogue seems under the Commis- 
sion’s findings of fact and conclusions to 
turn upon the question as to whether or 
not the business of the respondent is that 
of a wholesale jeweler. 

In this connection counsel referred to 
certain court decisions and submited “that 
the definition of a wholesaler contained in 
those decisions is no longer justified by 
the economic and _ business conditions 
which exist today. The definition ap- 
parently relied upon by the Commission in 
holding that certain types of respondent’s 
business are not wholesale is outmoded as 
the testimony of the marketing experts 
clearly demonstrates. . . . Even the wit- 
nesses who appeared for the Commission 
made it clear from their testimony that 
nothing in the term wholesaler as it is 
understood under present day business 
conditions precludes one who so describes 
himself from selling to an ultimate con- 
sumer.” 

Continuing further on the question of 
what is a wholesaler, Mr. Hartfield said 
that “none of the sales by the respondent 
in interstate commerce were made to ulti- 
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mate consumers. Even the types of sales 
made by respondent which were found by 
the Commission not to be within the whole- 
sale portion of its business were largely 
sales to large industrial institutions. These 
institutions acquired the merchandise in 
single units either for their own use or 
for the benefit of their employees, and 
were therefore not retail sales as the term 
is generally understood.” 

In referring to the appeal of the com- 
pany to the Court, counsel for the Mayers 
Co. stated that “on the record of these 
proceedings and in light of present day 
economic conditions the Court may well 
reconsider and substantially revise the 
definition of a wholesaler indicated by its 
dicta in the early cases to which we have 
heretofore advert:d. Such reconsideration 
is likely to lead in this case to a clear de- 
termination that the business of respon- 
dent is wholly that of a wholesale jeweler. 

“It seems clear that the orderly proce- 
dure is to permit the appeal to the Circuit 
Court of Appeals to be heard on the pres- 
ent record, cease and desist order and 
petition to review. Then, if the Circuit 
Court of Apepals affirms the Commission’s 
order, ample time and opportunity will 
be afforded to modify the order.” In clos- 
ing Mr. Hartfield submitted “that the mo- 
tion to modify and extend the cease and 
desist order be denied at the present time, 
and that consideration of this matter be 
postponed until the Circuit Court of Ap- 
peals has determined the petition to re- 
view the present order.” 

The modification proposed by the chief 
counsel for the Commission reads as fol- 
lows: 

“And it is hereby further ordered that 
the respondent L. & C. Mayers Co., Inc., 
its officers, agents, servants and employees, 
in comnection with the sale and offering 
for sale by said L. & C. Mayers Co., Inc., 
of jewelry and similar articles in inter- 
state commerce in the aforesaid kinds and 
classes of its business, forthwith cease and 
desist in and by its catalogues and every 
other way, from using list prices and dis- 
counts of any nature from its prices.” 

The commission took the case under 
advisement. 


A CORRECTION 


In publishing the article regarding the 
exhibits at the convention of the Amer- 
ican National Retail Jewelers’ Associa- 
tion in our September issue, an error 
was made in stating that Kestenman 
Bros. Mfg. Co., 150 Chestnut St., Provi- 
dence, R. I., showed compacts. The con- 
cern did not show any compacts but did 
have an excellent line of watch bracelets 
which attracted a great deal of atten- 
tion. 


Floyd Lee, who formerly conducted a 
jewelry and gift business at Cortez, Colo., 
is now engaged similarly in Alliance, 
Nebr. 
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7 Jewels—Popular Sellers. 
Fully Guaranteed. 


Write for free Catalogue 
No. C-10 


BRENET WATCH CO. 
266 W. 40th St., New York 

















Gold and Platinum Solders 
“Clinton Alloys” 
For White, Green, Yellow Gold 
Refiners of Precious Metals 


CLINTON REFINING CO., Inc. 
91 E. Kinney St., Newark, N. J 














MARCASITE 
MONOGRAM BROOCHES 


in Sterling Silver. Genuine French 
Marcasite in combination with Black, 
Green or Sard Onyx 








Illustration reduced size, 8x4 M/M 


SEND FOR PHOTOGRAPH 


J. MOROCH 


125 CANAL ST. NEW YORK CITY 

















“SUPER-SERVICE” 
ROLLING MILLS 


at 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 

































WHERE TO BUY | 








A. E. Phone: Central 5400 


KRAUSE 
& CO. 


RELIABLE WATCH REPAIRING 
37 South Wabash Ave. CHICAGO 








WHEN You THINK OF 


FINDINGS 


THINK OF 


FULLER 


ORDER FROM YOUR JOBBER 











Fucomparable 


OUR WORK COSTS NO MORE THAN 
ORD oRK o 


INARY W 
CHICAGO, ILL. 





BECK - 

9 «. ee HECKMAN Co. 
PERSONALIZED JEWELRY 
STERLING - GOLD - HAND WROUGHT | 

Send for Complete Illustrated Catalog with Special 


Proposition for Dealers. Catalin Monograms—Popu- 
lar Colors—for Brooches—Clips and Bags 


THE ART METAL STUDIOS, INC. 
Jewelry and Novelty Craftsmen 
17 N. State St. Chicago 








USE ore 
NEWALL 
“Quality” Findings 


Your Wholesaler has them. 








CENTRAL WATCH CO. 
WATCH REPAIRING FOR THE TRADE 
Best Workmanship at Lowest Prices 


Prompt Service 
5 South Wabash Ave. CHICAGO, ILL. 








tas 


= 
SL 








i, | SILVERWARE |, 2 




















SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill, 











Improves OLD or 
NEW STORE 
FRONTS 


at low cost 
Send Glass Sizes for 
Samples and Designs. 
Camden Artcraft Co. 
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CHICAGO: 


Jewelry News Flashes from the Great Central West 


Carl E. Steller, Great Falls, Mont., 
visited the wholesale trade here early in 
September. 

H. Amundsen, of the Miles City Jewel- 
ry Co., Miles City, Mont., was a business 
visitor in Chicago over Labor Day. 

Albert N. Davis is representing Thos. 
S. Poole, Inc., Providence, and the Hamil- 
ton Ring Co., New York and Chicago. 


Mr. and Mrs. Guy Swartzlander, Ken- 
dallville, Ind., were among the business 
visitors to Chicago early in September. 

Paul Rosenberg, manager of Surplus 
Outlet Co., 5 S. Wabash Ave., spent sev- 
eral days in New York on business re- 
cently. 

Pete Snyder, of A. Graves & Steuwer 
Co., Inc., Memphis, Tenn., spent several 
days transacting business in Chicago last 
month. 

Miss Emma Solomon, assistant buyer 
for the jewelry department of the Davis 
Store, was married to Henry Jacobs of 
this city Sept. 6. 

Fred Brown jeweler here for a num- 
ber of years, has assumed duties in the 
jewelry department at Jensen’s Drug 
Store, Momence, III. 

John Buchroeder, of J. A. Buchroeder 
& Co., Columbia, Mo., spent several days 
in Chicago recently, calling on wholesale 
houses and manufacturers. 

Mr. and Mrs. F. A. Knowles, Bis- 
marck, N. D., visited friends in the trade 
here early last month, en route to Indiana 
to enter their daughter in school. 


J. B. Lipsker of the refining department 
of Goldsmith Bros. Smelting & Refining 
Co., 58 E. Washington St., is making his 
semi-annual trip through the South and 
Southwest. 

H. H. Sweet, of R. F. Simmons Co., 
Attleboro, visited the firm’s Chicago rep- 
resentative, H. J. Mitchell, and called on 
members of the wholesale trade during 
September. 

H. H. Truckenbrod, a Mendota, IIl., 
jeweler, and Mrs. Truckenbrod spent 
several days in Chicago recently visiting 
with the family of Ben Hagamann, South 
Side jeweler. 

The brick work of the new store of 
Charles Kohler, Remsen, Iowa, is finished 
and the store will shortly be occupied. 
Mr. Kohler’s store was destroyed by fire 
last spring. 

Oscar Olson, credit jeweler of Ft. 
Dodge, Iowa, received publicity last 
month when he attained membership in 
the “hole-in-one” club during a match 
game of golf at Ft. Dodge. 

The Loftis Jewelry Co., operating a 
chain of stores, has leased the northwest 
corner of Halsted and 64th St., for ten 
years, beginning Feb. 1 next. Extensive 
alterations are contemplated. 

Earl Stamm, representative of the El- 
gin National Watch Co., Elgin, IIl., was 
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called from the convention of the Na- 
tional Association of Credit Jewelers be- 
cause of the death of his mother on 
Sept. 21. 

Ben Bernhardt, representing Liberty 
Watch Case Co., New York, arrived in 
Chicago recently and announced the 
opening of a Chicago office at 5 §, 
Wabash Ave. in order to better serve the 
trade of this territory. 

The Soft Ball Club of the Hamilton 
Watch Co., Lancaster, Pa., champions of 
Pennsylvania, played in Chicago last 
month, defeating teams from Alabama 
and Kentucky and losing to Arizona by 
a score of 1 to 0 in the first quarter finals, 

Mrs. John Esslinger, Esslinger & Co.,, 
Inc., St. Paul, Minn., accompanied by her 
daughter, spent a few days in Chicago 
recently on an extended trip to New 
York City and other points of interest in 
the East. 

Charles C. Smith, secretary and con- 
troller of the Hamilton Watch Co., ac- 
companied by Mrs. Smith, visited in Chi- 
cago last month as he returned to 
Lancaster, Pa., after a three weeks’ busi- 
ness and vacation trip on the Pacific 
Coast. 

C. N. Oulie, jeweler and optometrist of 
Los Angeles, accompanied by his wife, 
was a visitor in Chicago during Septem- 
ber, returning home after a two months’ 
visit in Europe. Mr. Oulie was formerly 
in the jewelry business at Black River 
Falls, Wis. This was his first visit to 
Chicago in over 26 years. 

Jean Graef, of Jean R. Graef, Inc., 
New York, who recently returned from a 
trip to Europe, spent several days in this 
territory last month making a_ business 
trip for his western representative, Art 
Connor, who suffered serious injury in 
Peoria, Ill., on March 12, when a steel 
flag pole fell to the sidewalk in front of 
a bank building. 

Swartz & Co., platers and repairers, 
have made extensive improvements in 
their office and plant at 10 S. Wabash 
Ave. The office is completely modern- 
ized with new glass partitions and wall 
show cases. New machinery and equip- 
ment has been installed, including addi- 
tional facilities for rhodanizing. The 
plant is now one of the most efficient in 
the country. 

Albert A. Ross, associated for the past 
16 years as general manager and buyer 
with Friedberg’s Jewelry, Inc., Detroit, 
Mich., has opened a new _ up-to-date 
credit business at 5696 W. Fort St., in 
that city, with new store front and all 


. modern fixtures. His brother, Harry T., 


with many years’ experience in the credit 
business, will be associated with him in 
the business. 

Leo G. Mantel, American representa- 
tive of A. & J. Roselaar, 31 N. State St., 
left Chicago early in September to visit 

(Please turn to page 133) 
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the firm’s offices in Amsterdam and assist 
in making arrangements for enlarging its 
cutting facilities in South Africa. _Mr. 
Mantel expects to return about the middle 
of October and will spend about two 
weeks at the New York office before re- 


turning to Chicago. 


~ MONOGRAM 
MARCASITE BROOCHE 


IN STERLING SILVER 








Hand made genuine French Marcasite 
Brooches in various designs and in com- 
binations with Agate, Carnelian & Jade. 


Arrangements made for sample orders 


JEWELRY CREATIONS, INC. 
Manufacturers 


117 W. 48th St. New York 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 
"THE OLD TATTLER" RADIO PROGRAM 
"EXCLUSIVELY FOR JEWELERS" 








TRADE WATCH REPAIR WORK 
KRUSE & COMPANY 


640 ARCADE BLDG. 
ST. LOUIS, MO. 
When others fail to satisfy you fry us. 











Are You Looking 
for Bargains in 
DIAMOND CLIPS? 


Call SOL SPRUNG 


BRyant 9-2044 
10 W. 47th NEW YORK 


And Compare Values. 


Watch Crystals 
Stay Put with 
STICCA 


Order from your jobber or send 25¢ 
for full size bottle. 


TRIANGLE MFG. CO. 
740 Oakland Place Bronx, 




















—_~ 


Coat of Arms Seals 


ENCRUSTERS 


BRAUNFELD &© MEHLMAN 
108 FULTON STREET 


Drilling NEW YORK, N. Y. Gem Cutting 
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The Benj. Allen & Co., Inc., soft ball 
team, which has been leading in the 
jewelers’ league all season, attained new 
honors last month when it won the cham- 
pionship trophy of the North Loop 
League. B. C. Allen, of Benj. Allen & 
Co., who has been sojourning in En- 
gland for several weeks, is now in Am- 
sterdam and other diamond markets 
making purchases before returning home. 


Charles F. Manahan, former secretary 
of the Illinois Retail Jewelers Associa- 
tion and for many years a retail jeweler 
in Chicago, who now conducts a jewelry 
business in South Pasadena, Cal., visited 
friends here for two weeks last menth. 
Mr. and Mrs. Manahan were returning 
home from an extended auto trip along 
the Atlantic Coast and deep into Canada. 
During their stay in New York they at- 
tended the A.N.R.J.A. convention. 


Leopold <A. Adelsdorf, treasurer of 
Goldsmith Bros. Smelting & Refining Co., 
Inc., died on Sept. 8, at the home of his 
daughter, Mrs. Stanley Wolbach, in 
Homewood, where he has resided for 
several years. Mr. Adelsdorf was born 
in Germany 76 years ago and came to 
this country as a young man. He came 
to Chicago in 1907 and became asso- 
ciated with the smelting and refining 
company. Besides the daughter he is sur- 
vived by a son, Samuel L., who has been 
associated with Goldsmith Bros. for sev- 
eral years. 

“Billy” Lamb, sales manager of Geo. 
H. Fuller & Son Co., Inc., Pawtucket, 
R.I., visited the Chicago office last month 
on a business trip to the Pacific coast. 

John S. Duncombe has been appointed 
advertising and publicity manager in the 
Merchandise Mart and Joseph N. Stewart 
will begin duties as market promotion 
manager, H. D. Laidley, manager, re- 
cently announced. Mr. Duncombe has 
been actively engaged in a management 
capacity in the advertising and sales de- 
partments of R. Cooper Jr., Inc., Chicago, 
while Mr. Stewart has been identified 
with the Excel Phonograph Mfg. Co., 
Ozarka, Inc., the Century of Progress 
staff and the Federal Housing Adminis- 
tration. 

The Chicago Metropolitan chapter of 
the American Gem Society guilds re- 
sumed monthly meetings Sept. 15 when 
they assembled in Room 529 of the Pitts- 
field building, at which time they studied 
practical determination of gems by use 
of optical properties. Paul Juergens, 
president, states that the study of dia- 
monds will be taken up after the holidays 
and he expects this subject to carry them 
through June. In order that more retail 
jewelers of the district may be able to 
attend, future meetings will be held on 
the second Wednesday of each month, be- 
ginning Oct. 14, because many retail 
stores remain open on Tuesday nights. 





Twenty-two watches, with a retail 
value of about $900 were stolen from the 
display window of C. Jansen, 217 Harri- 
son St., Davenport, Iowa, early on the 
morning of Sept. 8, by a Negro who 
threw a tile wrapped in newspaper 
through the plate glass window. Insur- 
ance covers the loss. 
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WHERE TO BUY 











EXPRESSES A PERSON'S 
TASTE AND INDIVIDUALITY 
BECAUSE IT IS MADE TO ORDER. 


ALL MODERN DESIGNS 
TO SUIT THE TIMES & THE TIMEPIECE 


KIRK-RICH DIAL CORE 


HEYWORTH BLDG. eee aoe 
CHICAGO, ILL. LOS ANGELES 


408 CLARK BLDG. ALLEN BLDG. SEABOARD BLDG. 
PITTSBURGH, PA. DALLAS, TEX. SEATTLE, WASH. 

















SANDSTEEL 
CROSSCURVED MAINSPRINGS 


Are an American made Quality Product for 
watchmakers who do not accept anything just 
—Good Enough. You will find them a valuable 
aid in giving your customers 


LASTING SATISFACTION 
For Free Catalog No. 8 Write 


WATCH-MOTOR MAINSPRING CO. INC. 
145 Hudson St. New York City 


MANUFACTURERS 


DON’T WAIT! | 


Protect your building, stock and 
dwelling against damage by 


FIRE AND WINDSTORM 
At Substantial Savings 
Your employees can insure also. 
NATIONAL JEWELERS MUTUAL 


FIRE INSURANCE COMPANY 
NEENAH, WISCONSIN 
































— 
fpcme WATCH CO. 
5 S.WABASH AVE. CHICAGO ILL. 
USED WATCH . 
rm 
MATERIALS 2 
o 
Ti ° 
USED MOVEMENTS o 
Running Condition y » = | 
Good Dials 
O-size Elgin, Waltham Qo 
7J, Lag eee ne = 
12 or 16-size Hunting 
75, $1.50—15J, $2.25 THE PRICE OF b- 
12 or 16-size Open face} NEW MATERIALS (= 
73, $2.00 —15J, $3.00 o 
18-size Htg., Elg., Wal.| Wheels, pinions, o 
me... voy — pallet forks, etc., 
-size O.F. ks ’ 
73, $1.25 — 153, $2.00] for all watches. 
6-size Elg., Wal. Htg.| Send sample of 
73, 50e—15J, $1.00 | what you want! All 
6% ae wa pay I Guaranteed! Remit 
“> L, 15d, $1.25 only if satisfactory. 























Where to Buy 
IMPORTED 
China and Glass 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 


FROM NEW YORK STOCK 


Heinrich and Winterting, Inc. 
49 W. 23rd St. ork, N. ¥. 








THEODORE HAVILAND 


Pine Bk lanes, CHINA 


JOHN  MADDOCK > “SONS 
English Earthenware 
“GENUINE Guise ew ARE” 

All in New York Stock 
THEODORE HAVILAND e Co., Ime. 
- 22rd St. New York 














ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders filled immediately from 
New York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 
y £4 J ‘PITCAIRN CORPORATION | 
ve. New York, N. 








CHINA 


Rowe hooe, 


Famous the World Guer 
Available from New York 


ROSENTHAL CHINA CORP., 149 sth B hve. . New York 








CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE iW York n.’y. 





New Products 








Watch Strap in Velvet-Suede 

A new watch strap in velvet sani-suede 
material is being announced to the trade 
by Leo Heilbrun Co., Inc., 17 W. 45th 
St. New York. The strap, of trim ap- 
pearance and claimed to be washable, 
waterproof, sanitary and durable, will 
be sold exclusively by Heilbrun Co. to 
retailers, watch manufacturers and im- 
porters. 


Everything for the Smoker 
From the Everedy Co., Frederick, Md., 
comes the new “den smoker’s set,” includ- 
ing cigarette humidor, electric lighter com- 
plete with wire and plug, ash bowl and 
circular tray, in colonial bronze, trimmed 
with polished chrome. 


Tarnish-Resistant Polish 

A powder, which when mixed with 
water into a thin paste, appl-ed to silver, 
and rubbed off when dry, is claimed not 
only to remove tarnish but to prevent its 
reformation for a considerable length of 
time, has been introduced by Walter H. 
Wilkening, Chamber of Commerce Build- 
ing, Cincinnati, Ohio. Mr. Wilkening 
has named it “Gemetal’’ polish and is 
manufacturing it under the name of the 
Gemetal Co. 

Ivory Miniatures 

Motiwala Bros., 3rd Bhoiwada, 38, 
Bombay, India, are placing on the mar- 
ket a unique novelty which is called “The 
Wonderful Red Seed.” Inside this small 
seed are tiny bits of ivory, hand carved 
in the form of animals and other minute 
figures of different kinds. 


Concord October Distinctive 
Concord silversmiths, continuing the 
policy of presenting something novel and 
inexpensive in sterling every month, 
have this month brought out a miniature 
Colonial knife box, which may be utilized 
as a cigarette tray, a sugar lump con- 

tainer or as a tray for mints. 


Colorful Watch Straps 

An entirely new line of watch straps 
has been introduced by the Westerman 
Mfg. Co., 136 W. 21st St., New York, 
the new merchandise being made up in 
all colored leathers. The sales force is 
covering the entire country, calling on 
jobbers only. 





Rhode Island Jewel Craft’s History 
Depicted at Exposition 


PROVIDENCE, R. I.—Establishment of the 
manufacturing jewelry industry in this 
city and evolution of jewelry production 
were comprehensively displayed at the 
Rhode Island Industrial Exposition in the 
State Armory, Sept. 11 and through 19. 

The principal display in the jewelry 
section covered several hundred square 
feet of floor space and a number of con- 
cerns had individual booths for the dis- 
playing of their own products. The cen- 
tral feature was conducted jointly by 
the New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association and the 
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Metal Findings Manufacturers’ 
tion. 

In the center of this floor space were 
shown pieces of machinery used in the 
industry 50 years or more ago. These 
included an early hand operated screw 
press and one of the first automatic 
presses, an early chain machine, a primi- 
tive spool wire drawing board, an old 
lapping machine, an ancient engravers’ 
table, an antique engine-turning machine 
and an old reducing machine. 

In cases were examples of old jewelry 
dating back nearly a hundred years and 
other cases showed the trades’ history, 

A feature of the opening night’s cere- 
monies was the presentation by Goy. 
Theodore F. Green of 40 medals upon 
the oldest employes, active or retired, 
in Rhode Island’s industrial plants, 
among them: Charies H. Butts, 60 years 
of service, with George H. Fuller & Son 
Co., Pawtucket; Frank G. Myers, 56 
years with Irons & Russell Co., Provi- 
dence, and Joseph W. Lacey, 55 years 
with the Gorham Mfg. Co. Others men- 
tioned in the half century class among 
the jewelers were: Robert Sydall, 55 
years, and Charles Bishop, 53 years, with 
George H. Fuller & Sons, and Max J. 
Schwartz, 55 years with Frons & Russell 
Co. 


Associa- 





A Letter of Thanks 


In a letter received from Mrs. Shepherd, 
widow of the late Colonel John L. Shep- 
herd, she has requested that THE Jew- 
ELERS’ CIRCULAR-KEYSTONE publish her 
thanks for and appreciation of the kind 
remembrance of her as indicated by a com- 
munication from the A.N.R.J.A. Conven- 
tion, held in New York City in August. 

The communication gave her a great 
deal of pleasure and she is very glad in- 
deed to know that she is remembered by 
the Colonel’s friends, the jewelers. 

Mrs. Shepherd lives at 99 North Ray- 
mond Street, Pasadena, Calif. 


Where to Buy 
DOMESTIC 


China and Glass 











LENOX CHINA 


SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


cb 


LENOx 
LENOX, INC. 














HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 


T. G. HAWKES & CO.. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 


OLD WaTERFORD 
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Federal Business Census Shows 1935 Jewelry Sales Gains in Ten More States 
Employees 
oo Sales —~ Active Pro- (full time SS ee 
Number Amount P.C. Gain prietors and and part-time). (add 000) 
State of Stores (add 000) Over 1933 firm members Avg. for year Total Full-time Part-time 
Alabama ...------+: 127 2,162 47 121 301 317 296 21 
Kansas ....----+++-- 218 2,507 18 209 269 309 296 13 
Louisiana ......-. +> 2,714 54 106 384 483 475 8 
BE inna dnv ons 14 331 37 13 35 55 52 3 
New Mexico ......--. 25 450 97 22 48 62 59 3 
Giisheme .....-+--+>. 166 2,326 44 149 274 295 284 11 
South Carolina ....... 89 1,294 22 77 171 188 181 7 
South Dakota ........ 74 683 26 70 69 88 86 2 
West Virginia ........ 136 1,637 34 126 192 225 215 10 
Wyoming PAaaia 34 418 51 32 33 41 39 2 
*Includes no compensation for proprietors and firm members of unincorporated businesses. 
onne ° Num- Per Cent 
Four Million Dollar Gain Over 1933 Revealed; her Increase Sales* 
, ° . ort- uly, uly, uly, 
Number of Stores Declined During Same Period ror dose WRG ABR 
Illinois .... 29 26.9 116.4 91.7 
, Chicago .... 14 41.4 55.0 38.9 
Surpassing general retail recovery, re- 3, ———_—___—_—_-$3 MILLION Ohio ...... 21 36.9 128.7 94.0 
tail jewelry sales in 1935 in ten Southern, 0 '33 Wisconsin . 19 28.1 57.9 45.2 
Mid-Western and Rocky Mountain states Kans.. Mo. 
totaled more than $14,522,000, an increase 24 and Neb.. 26 23.9 120.6 97.3 


of 38 per cent over the sales of 1933, ac- 
cording to the current Federal census of 
business. 

The increase in sales is a definite mea- 
sure of the recovery of the retail jewelry 
trade since 1933, in contrast to a 65 per 
cent decrease in jewelry sales which oc- 
curred in the ten states between 1929 and 
1933. Sales in 1933 totaled $10,522,000. 

An analysis of the business census fig- 
ures for these states reveals such pros- 
perity signals as jewelry gains ranging 
from 18 per cent in Kansas to 97 per cent 
in New Mexico, and the fact that in 
Louisiana, where retail sales in all lines 
improved 29 per cent, jewelry sales soared 
54 per cent, nearly twice the general 
average. The rally in jewelry sales ex- 











NEV. S.C. ALA OKLA WYO. KAN. LA. NM WA. S.D 
Jewelry Sales: 1933 and 1935 





By States, CoMPARISONS WITH 
1933 AnD 1929 ARE: 
c— 1933 —- 
Stores SAtes* 


-— 1929 ——_, 
Stores SaALes* 











*In thousands of dollars. 





Seek Two in Boston Robbery 


Boston, MAss.—In an interval of about 
ten minutes while he left unattended an 
open safe in which he was placing his 
stock at the close of the day, Jeremiah 
F. Collins, 420 Boylston St., was robbed 
of jewelry valued at about $1,200. 

Mr. Collins had made two trips from 
his upstairs store to the safe in the cor- 
ridor and discovered his loss when he 
returned for the third time. Police were 
given a description of two men seen 
leaving the building by a rear stairway 
shortly after the theft. 





ceeds average retail improvement in the Alabama .... 142 $1,475 185 $4,136 

following other states: Alabama, Nevada, ee Ae ry be y- a Bent Balfour vs. S.A.M. 

New Mexico, Oklahoma and Wyoming, gg as 5 au 3 PE ATTLeBoro, Mass.—The L. G. Balfour 
but jewelry recovery lags behind, how- Ohishomwe ... 219 1,612 289 6.015 Co., Inc., of this city, has received word 
— in Kansas and South Carolina. South <pastine > er as ioe that its suit and the countersuit of the 
okt. a, for South Dakota and W est West Virginia 143 1,223 211 4,079 Sigma Alpha Mu, national collegiate fra- 
irginia, = other states covered in the Wyoming ... 36 277 45 742 ternity, have been consolidated by United 
reports made public thus far by the Bu- Totals .... 1,212 $10,522 1,620 $30,546 States District Court Judge Robert Pat- 


reau of Census, were not available at 
the time this issue went to press. 

Business groups which registered more 
than the average drop in sales between 
1929 and 1933 show large increases in 
the two years since 1933. Besides jewelry, 
these groups include apparel, furniture, 
hardware, building material, farmers’ 
supplies and motor vehicles. 

The retail jewelry business was dis- 
tinguished from most other retail lines in 
that, while the number of the latter es- 
tablishments was larger in 1935 than in 
1933, there were 199 fewer retail jewelry 
stores in the ten states. And this decline 
was on top of 408 fewer jewelry stores in 
1933 than there had been in 1929. 

Figures summarized in this article are 
taken from reports, by states, of the new 
Business Census, which is in charge of 
John Guernsey, distribution economist for 
the Census Bureau, assisted by Ira D. 
Anderson, assistant chief of the retail 
division. The Bureau expects to publish 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1936 








*In thousands of dollars. 





reports for the remaining states by Oct. 15. 

Jewelry sales statistics for Washington, 
Maine and Montana were: studied in the 
September issue of this journal, from 
reports for those states, the first published 
by the Bureau. 

The progress of recovery in the jewelry 
industry is indicated only through 1935 in 
the Census Bureau’s reports. Reports on 
current sales in some states are fur- 
nished the Bureau of Foreign and Do- 
mestic Commerce, Department of Com- 
merce, Washington, D. C., and provide 
evidence that the retail jewelry industry 
is continuing to march in the better times 
parade, month after month in the current 
year, 1936. 

Jewelry firms in Illinois, Ohio, Wis- 
consin, Arkansas, Iowa, Kansas, Missouri 
and Nebraska, showed per cent increases 
in dollar volume for July as follows: 
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terson of New York and will be tried 
before him jointly. The company charges 
that the fraternity had broken a contract 
for the manufacture and purchase of pins 
and other jewelry in the amount of $11,- 
073, while the fraternity seeks the recov- 
ery of $7,560 for alleged breach of war- 
ranty and fraud in the sales to it by the 
Balfour Co. 





Diamond Snatch Foiled 


“I'd like to look at one like that.” 

“That one is just like the ring you’ve 
put in your pocket.” 

This was substantially the conversation 
between a sleight-of-hand “customer” and 
H. W. Vaseen, Binghamton, N. Y., 
jeweler on Sept. 14. Detected of the 
“snitch,” the unidentified man plunged 
his hand into his pocket, pulled out the 
diamond ring and hurried from the store. 
He was seen to enter a grey sedan with 
Ohio license plates. 





TIME AND THE 






By 
WILLIAM H. BARTON, Jr. 


Associate Curator of the Hayden Planetarium, American 


Museum of Natural History 











INCE man first walked the earth, he has been pro- 

vided with the most reliable of all clocks. This 
comprises the world itself, together with the sun and the 
stars. Whatever part of the world’s surface you may 
be on—whether land or sea—may be considered as the 
hour hand of a great clock, whose dial markings are the 
sun and stars, and the time indicated at any given instant 
can be found by reference to the meridian, an imaginary 
line passing directly overhead. During the past few cen- 
turies, this great clock has not varied by as much as a 
thousandth of a second a day. 

But it is not always convenient to refer to the heavenly 
bodies when we want to know what time it is. Although 
the stars are still in the heavens during the day, the sun 
is so much brighter that we cannot see them, and there- 
fore no celestial body appears on our meridian save at 
noon, when the sun crosses this line. The sundial, prob- 
ably the earliest form of clock, was invented to show us 
what time it is by measuring the angle or arc through 
which the earth must turn before the sun is at the zenith, 
or through which it has passed after having reached the 
zenith. 

Nor is the sundial always accurate; for that matter, 
neither is star (sidereal) time, as compared to the stand- 
ard of twenty-four hours a day which man has set up for 
himself. The reason for this is that there are many 
kinds of time. When you ask “What time is it?” do 
you mean sidereal time, apparent solar, Greenwich Civil 
or universal, standard, or daylight saving—and where— 
Pekin, London, New York or Los Angeles? 

In order to answer so simple a question as ““What time 
is it?” you must either perform a series of astronomical 
observations—or look at your watch, which is really a 
whole lot easier. 

But the watch or chronometer is a very marvelous in- 
strument. Once a second has passed, it is gone forever, 
so a watch or clock manufactures mechanically a series of 
seconds, lays them end to end and measures them in min- 
utes; places these consecutively and makes hours out of 


Watch time’s relationship to cosmic time is ex- 
plained herewith by Mr. Barton. The subject 
matter is from a special lecture given before 
members of the American National 
Jewelers Association, guests of the Longines- 


Retail 


Wittnauer Co. at the Hayden Planetarium. 
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them. To be perfect, a watch would have to make each 
second exactly the same length. This is, of course, im- 
possible, due to variations in temperature, barometric pres- 
sure, and so forth, though your hosts of this evening have 
had their watches checked at the Neuchatel Observatory, 
and proven them to lose or gain only 0.07 seconds per day. 

And how does an observatory check a watch? Imagine 
the meridian above you as the hand of a heavenly clock, 
and locate the precise position of this meridian by means 
of a transit or “meridian circle.” 

The numbers on this sky clock dial are the stars them- 
selves. The starting point of the dial—the 12 o’clock—is 
the vernal equinox. This point, where the sun’s path— 
the ecliptic—cuts the celestial equator, is not marked on 
the sky. Nor are the “numbers” equally spaced around 
the dial. The stars are at haphazard distances from this 
0 hour mark. The distances eastward from the equinox 
are called right ascensions, running from 0 up to 24 
hours—representing one turn of the earth. See how sim- 
ple it is—in theory at least. When the vernal equinox is 
on your meridian a new sidereal (star) day begins. Ina 
little while this invisible spot moves to the west of the 
meridian and a star is on the line. What star is it? It 
is Epsilon Piscium. Its right ascension is 1 hour. There- 
fore it is 1 o’clock. In about four and a quarter hours 
Rigel, a bright star in Orion, will be on the meridian 
and so it goes around the clock. 

If you measure the interval between the crossing—cul- 
mination, the astronometer ‘calls it—of Rigel tonight and 
tomorrow night, on your watch it will not show 24 hours, 
but about 23 hours, 56 minutes, 4 seconds. The observa- 
tory chronometer will show 24 hours. You are keeping 
different kinds of. time! The observatory’s clock keeps 
sidereal time. If you call up the neighboring observatory 
fifty miles away their time will not be the same as that in 
your own. In sidereal timekeeping it is every man for him- 
self. Does this cause confusiion? Oh, no. It makes matters 
simple. For instance, we are in New York and our 
chronometer at the observatory says 5 hours 14 minutes. 
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Below—One of the showcases in the 
Planetarium exhibiting Longines- 
Wittnauer time-pieces used in 
famous flights. 


We call up London on the long distance. Greenwich 
observatory says it is just 9 hours 56 minutes. Subtract 
one from the other and you have the longitude of New 
York. That is all longtitude is—a difference in time. 
Suppose you are on shipboard away out in the ocean. To 
find longitude you find your “local time”; navigators are 
more likely to use the sun than the stars, by the way, and 
over the radio you get the same kind of time from Lon- 
don—and there is your longitude. 

What kinds are there and why, you ask? We have 
spoken of startime. It would be inconvenient to have 
the day start at any old hour of the day or night. Work- 
ing hours would be sometimes at night, noon would come 
at 2 a.m. or 3:42 p.m. or some other queer hour. It is 
not convenient for every day use. “Then why does not 
the astronomer use the sun? Because the sun does not 
keep regular hours, and it looks so large in the sky that 
you cannot tell exactly when it is on the meridian. 

When, at 4:00 a.m. on May 21, 1927, Colonel Charles 
A. Lindbergh took off on his history-making flight to 
Paris in the Spirit of St. Louis, he very wisely arranged 
matters so that he would reach his goal at night. This 
enabled him to set the last part of his course by the stars, 
the most accurate possible guides to direction—if you 
know the exact time, for the stars apparently traverse the 
sky as the hours pass. In fact, together they invented a 
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Above—The Hayden Planetarium, one of Gotham’s great show 
places, 8Ist St. and Central Park West. 


special hour-angle watch for aerial navigation. And whom 
do you think the Colonel is having manufacture it ?— 
You're right. 

But to go back to the heavens, again, and consider them 
as a timepiece. If you time the interval between noons 
by the sun’s shadow for several days, you will find it is 
not exactly 24 hours by your good watch. For a while 
these differences will accumulate and your watch will get 
ahead of the dial as much as 14 minutes 23 seconds on 
February 12. Then, they will decrease until they dis- 
appear altogether on April 16. The watch then begins to 
lag behind the dial, and by May 15 it will be 3 minutes 
46 seconds slow. Once again it picks up until it agrees 
with the sun on June 15. By July 26 it is again fast 6 
minutes 22 seconds. On September | it is agreeing once 
more, but by November 3 it is slow 16 minutes 21 sec- 
onds. By December 25 it is agreeing once more, and the 
cycle goes on and on. This difference is the equation of 
time. Sun time is apparent solar time and watch time is 
mean solar time. Your watch is following a fictitious sun 
that runs a uniform course across the sky, and was in- 
vented for your convenience. The equation of time is 
frequently shown on large terrestrial globes. It is gen- 
erally out on the Pacific Ocean and looks like a figure 
“8.” That is an analemma. 

You now ask, “why does the sun move so queerly?” 
For two reasons. The earth goes round the sun not in a 
circle but in an ellipse. The sun is not in the center of 
this oval shaped figure but nearer one end, at the “focus.” 
John Kepler, a German astronomer, found out many 
years ago that the earth moved faster when it was closer 
to the sun and more slowly when it was further away. 
We are closest to the sun about January 4th and most 
distant about July 4th. Therefore the sun appears to 
run around our sky among the stars faster during the 

(Please turn to page 139) 
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Time and the: Stars 


(From page 137) ; 


winter than during the summer. In fact, from the be- 
ginning of Spring to the beginning of Autumn is a whole 
week longer than the other “half” of the year. 

In addition to this variable speed of the sun it is con- 
stantly creeping either northward or southward. On 
March 21st and September 23rd it is overhead at the equa- 
tor, but on June 22nd it is in the Zenith in Cuba and by 
December 22nd you would cast no shadow in Paraguay. 
This back and forth movement uses up some of the sun’s 
motion. The real cause of this is the inclination of the 
earth’s axis to its path around the sun, the same thing 
that causes the seasons. 

These two elements in the equation are said to be due 
to the “eccentricity of the earth’s orbit” and to the “in- 
clination of its axis.’”” Combined they make the mean sun 
and the apparent sun differ by the equation of time. 
Almanacs, sundials and globes frequently express it in 
different ways but it is the same old difference. Do not 
set your watch by a sundial unless it is April 16th, June 
15th, September Ist or December 25th. The Lindbergh 
watch and other Longines navigation chronometers af- 
ford compensation for the equation of time. 

The connection between time and navigation has been 
touched upon. Longitude is found by knowing the dif- 
ference in time between two places. When Columbus 
sailed across the Atlantic seeking a way to Cathay he had 
no way of carrying the time from his port of departure. 
Watches and clocks were unknown. He could find when 
it was noon at the place where his ship was, but not know- 
ing the time at home at the same instant made it impos- 
sible for him to get his longitude. He therefore had no 
way of telling how far around the globe he had sailed 
and when he had gone but a quarter way round he 
thought he had gone half way round. 

Latitude is found without reference to any other place 
than where the observer is. If one can see the north star 
and can measure its height above the horizon he can deter- 
mine his latitude. The pole star is not exactly at the pole 
of the sky and allowance must be made for this difference. 
If observations are to be made on the sun at noon the 
problem is just as simple. The Almanac tells how far 
north or south of the equator the sun is each day, during 
the year, that is, its declination. If you measure the 
height of the sun above the southern horizon at noon, by 
adding or subtracting the declination you can find the 
height of the equator in the sky. This taken from 90 deg. 
gives the latitude. The latitude is the number of degrees 
north or south of the earth’s equator that the place of 
observation is located. 

Observations are not necessarily taken at noon. They 
may be taken at any time during the day. But it is neces- 
sary to know the exact time, and the more precise the 
chronometer, the more accurately the position can be 
determined. In 1707, before precision timekeeping in- 
struments were known, a British fleet, returning home 
from Gibraltar, was wrecked off the Scilly Islands, be- 

cause the navigators had no accurate chronometers, cal- 
culated their position wrong, and thought they were miles 
away from any dangerous shoals. Two thousand lives 
were lost. 
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Consequently the British government offered a reward 
of $100,000 to the first person who could make a watch 
which was accurate enough to use for determining longi- 
tude to within 30 minutes, or % of one degree. This 
award went unclaimed until 1761, when it was won by 
John Harrison. ‘Today, watches and clocks are far more 
accurate; the Longines navigation watches, for example, 
are precise to within seconds. As you can readily under- 
stand, such precision timekeeping is of tremendous im- 
portance to navigators, explorers, aviators, map makers 
and others. 

Back in the days of the windjammers, in 1843, to be 
exact, Captain Sumner of Boston, devised a scheme for 
finding the place of a ship at sea. His principle is now 
called Sumner’s method and is used even in aerial navi- 
gation. It requires the finding of the altitude of two 
heavenly bodies, perhaps the sun and moon, or the moon 
and a planet, at the same (or nearly) instant, or using 
the same body again after waiting several hours. A de- 
tailed description of the method is of no importance here. 

The problem of the flyer is somewhat different from 
that of even a fast ship. A plane travels a hundred or 
more miles per hour while a ship may run 30 knots. And, 
by the way a ship’s speed is in knots—not in knots per 
hour. A knot is a speed of one nautical mile per hour. So 
30 knots means 30 nautical miles per hour. A nautical 
mile is 6080 feet and not 5280. In fact, a nautical mile 
has different lengths in different countries. The aviator 
does not have as much time to work out his position as 
the marine navigator. If he required very long to find out 
where he was, by the time he arrived at the answer he 
would be somewhere else. So again you see the practical 
value of Colonel Lindbergh’s invention, and the other 
Longines aviation watches which simplify or eliminate 
calculations that formerly required lengthy mathematical 
processes. 

Many other aids are offered him, beacon lights and 
radio beams. They have their counterpart in lighthouses 
and the radio compass. The aviator can see much further 
from his high position, an advantage that the old sailors 
tried to gain by going aloft. 

Some mention has been made of the Almanac. Ref- 
erence is not made to the ordinary almanacs but to a book 
published by the U. S. Naval Observatory in Washington, 
D. C. This book is really in two parts—The Nautical 
Almanac and the American Ephemeris. The Almanac 
may be purchased separately or the two may be had bound 
together. Here we find the positions of the sun, moon and 
planets and about 55 important stars, commonly called 
the navigation stars, in addition to much other data of 
interest to the astronomer, navigator and aviator. Such a 
book is published by each of the larger governments for 
use of its maritime interests and is sold about two years in 
advance. Ships going to sea on long voyages may carry 
this with them and have data for their observations on 
time and position. These books really represent a splendid 
cooperative effort on the parts of the various nations. 
Instead of computing all of the data each country’s na- 
tional observatory does a part and it is pooled. Science 
may yet lead to a brotherhood of nations. 

Another function of our Naval Observatory is that of 
distributing time gathered from the stars. It is sent out 
over the radio, telephone and telegraph. Time reaches 
every home, every shop and counting house, and whether 
you know it or not, it really regulates your daily life. 
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This Watch Runs Backward 


ERHAPS it is true that man cannot control time, but 

Winfred Linder, Spartanburg, S. C., has successfully 
reversed it. Mr. Linder is not a modern Joshua; he did 
not command the sun to stand, but he did so construct a 
watch that it runs counter clockwise. It runs backward, 
winds backward, and marks time backward. 

Mr. Linder operates a watch repair shop in Spartan- 





Front view of the watch. 


burg, S. C. For some time, he says, the idea of reversing 
time intrigued him. 

As can be seen by the photograph, the watch is a 12s 
7-jewel open-face Elgin movement. 

He removed the escape wheel from the pinion and 


( hae, ) 
be 


>>” 


< 





Back of the watch. 


turned it over, thus reversing it. This change, of course, 
required a reversing of the pallet fork and pallet stones 
to accommodate the reversed escape wheel. But in order 
to get complete reverse performance he then had to cut 
the beveled pinion and winding clutch in reverse, change 
the ratchet to a reverse position, thus forcing the entire 
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train from the winding wheels right down to the escape 
wheel to run counter clockwise. 

Mr. Linder then took the old dial, cut it out in order 
to show the movement to advantage and had the numerals 
repainted as shown. 

Mr. Linder figures that if he lives long enough this 
unusual watch may carry him right back to the days of 
Adam and the Garden, for it is surely headed in that 
direction ! 


Canada’s Time Zones 


Otrrawa, CANADA—Canada has no fewer than six 
standard times—Atlantic, Eastern, Central, Mountain, 
Pacific, and Yukon. 

Atlantic standard time, which is the local time at the 
60th meridian running near Sydney, Nova Scotia, and is 
four hours behind Greenwich, is used in the Maritime 
Provinces and those parts of Quebec and the Northwest 
Territories east of the 68th meridian of west longitude. 
Eastern standard time, which is the local time at the 75th 
meridian running near Cornwall, Ontario, five hours 
behind Greenwich, is used in Quebec west of the 68th 
meridian and in Ontario east of the 90th meridian and 
in the Northwest Territories between the 68th and 85th 
meridians. Central standard time, which is the local time 
at the 90th meridian, six hours behind Greenwich, is used 
in Ontario west of the 90th meridian, in Manitoba, in 
the Northwest between the 85th and 102nd meridians 
and in the southeasterly part of Saskatchewan. Mountain 
time, the local time at the 105th meridian running near 
Regina, is seven hours behind Greenwich and is used 
throughout Saskatchewan except in the southeasterly part, 
throughout Alberta and in that part of the Northwest 
Territories between the 102nd and 120th meridians. 
Pacific standard time, the local time of the 120th meridian 
running near Kamloops, British Columbia, is eight hours 
behind Greenwich and is used throughout British Colum- 
bia and in that part of the Northwest Territories lying 
west of the 120th meridian. Yukon standard time, which 
is the local time at the 135th meridian, running near 
Whitehorse, Yukon, is nine hours behind Greenwich and 
is used throughout the Yukon Territory. 


Old Clock for Medina County 


A clock which first made an impression on residents of 
Medina County, Ohio, when hung in the First National 
Bank of Medina, in the early ’70’s, and later ticked off 
the seconds for decades in the jewelry establishment of 
H. H. Brainard and his son, S$. H. Brainard, who suc- 
ceeded him, will continue to keep residents of the county 
on time. §S. H. Brainard, upon the recent discontinuance 
of his jewelry business, donated the clock to the county, 
to be hung in the auditor’s office, where it promises to run 
out its days. The clock, approximately five feet in height, 
has a Swiss movement encased in a mahogany case, which 
is decorated with figure and scroll work. The pendulum 
weighs about 50 pounds. 


Maj. Arthur Vickers, for a number of years connected 
with the Gorham Co., Inc., in sales department activities, 
and for the past four years as assistant to the president, 
has joined the organization of Concord Silversmiths Corp. 
of Concord, N. H. Major Vickers will represent Concord 
in the New England territory. 
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Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 
stones. 
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WORKSOP WOES € QUIEIRIIES 


a SOLUTION—What dipping solution can 
be recommended for cleaning clocks by running them, 
with pallets removed, immersed in the solution? I have 
been doing the work this way, using benzine; but find 


that a white scum is left on plates and wheels after the 
benzine has evaporated. (Question No. 5020.) J. H. S. 


Answer—There is no solution known that will do 
good enough work by merely allowing clock movements to 
run down in the solution. The same film that you see 
left on the plates and wheels, will be deposited in the 
pivot-holes, and this hastens the decomposition and thick- 
ening of the oil. Besides this, in cases wherein the old oil 
was unusually dried out and thick, the method you have 
been using does not always remove the deposit. The only 
method that can be depended on is to take the clock apart 
and clean or verify the cleaning of each pivot-hole by 
rubbing it out with pegwood. Cleaning clocks properly 
in this way does take more time, and deserves better pay, 
than to short-cut the work in order to charge less. But 
really most customers will be found willing to pay a fair 
price for good work if they are shown the difference be- 
tween good work and poor cheap work. The appeal is 
to the customers’ self interest. Fair pay for good work 
fails to be realized in many instances because of the lazi- 
ness of proprietors or workmen in educating customers 
about the facts. It pays to persuade patrons to have good 
work done; because of not only the direct profit, but also 
the reputation-building effect that good work has. 


EARLS—I would like to know some simple tests by 
which I can distinguish between imitation pearls, 
culture pearls, and genuine pearls. (Question No. 5021.) 


J. K. G. 


Answer—Natural pearls of course are those entirely 
formed within the shells of bivalves—the two main vari- 
eties being fresh-water pearls, from mussels found in 
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rivers and lakes; and oriental pearls, from large oysters 
found in tropical salt sea waters. Both of these kinds of 
pearls are composed of many layers of “nacre” or pearly 
deposit upon an extremely small center of some substance 
that accidentally entered the animal’s body. So that the 
fully natural genuine pearl is practically solid in its com- 
position of nacre. The culture-pearl is made by intro- 
ducing into the body of the living mollusc, a bead made of 
mother-of-pearl, on which the animal deposits nacre; so 
the resulting culture-pearl is composed of a proportion- 
ately large artificial body covered with a comparatively 
thin coating of natural pearl. These culture pearls may 
be understood as semi-natural; they have, in their best 
grades, the exterior beauty of fully natural pearls; but at 
the same time they are not entitled to consideration the 
same as altogether genuine pearls. 

Imitation pearls are what the name indicates: objects 
made of entirely different materials than pearls, but re- 
sembling pearl material. Imitation pearls are of two 
classes: (1) solid porcelain beads coated outside with a 
mixture of clear lacquer and pulverized fish-scales; (2) 
hollow glass beads coated inside with fish-scale lacquer, 
which is visible through the glass; the hollow bead is filled 
with wax after lacquering, to give it weight and strength. 

Keeping in mind the construction of the above described 
types, of natural, cultured, and imitation pearls, let us 
take up one of them, to determine what it is. Place the 
bead between your front teeth and bite it gently; give it 
a very slight motion between the teeth. If it has a “waxy” 
feel—if the teeth dent the surface slightly without slip- 
ping, the bead is an imitation pearl of the type described 
above as (1). If the teeth do not enter the surface at all, 
but s/ip on the bead, the latter is an imitation pearl of 
type (2). If the teeth catch and hold the bead with a 
“sritty” instead of waxy feel—with what may be described 
as that disagreeable feeling that “sets the teeth on edge,” 

(Please turn to page 145) 
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Workshop Notes 
(From page 143) 


the object is either a genuine fully natural pearl or a 
culture-pearl. To determine which of these it is, re- 
quires apparatus for optical tests that costs too much for 
use except by wholesale or importing gem dealers. In a 
case like this, your wholesale house had better be asked 
to test and report upon whether the pearl is cultured or 
entirely natural. 


— JEWELS—(a) What do you advise as to 
oiling the roller jewel; I see in some publications that 
there are those who favor oiling it, and some who do not. 
(b) Is there any better method for cleaning watches than 
the older one, in which gasoline is used first to remove 
thickened oil; then cyanide solution for tarnished parts; 
then scrubbing with soap and water; rinsing; immersion 
in alcohol ; sawdust; brush and pegwood? (c) I have an 
old watch with peculiar escapement; there are two roller 
jewels on staff; one of them is driven by escape wheel 
teeth, the other unlocks a part that holds escape wheel 
from moving until the impulse begins. It has two barrels, 
connected by a chain; the name on dial looks like ‘‘Lamaur 
& Co.” What kind of watch is it, and how old is it? (d) I 
saw another old watch with two barrels and chain, filigree 
cock; balance arbor gets its impulse from a wheel shaped 
like barrel with teeth pointing toward top; name “J” 
(or “I”) “Bradford, London” on plate. What is this, and 
how old? (Question No. 5022.) M. L. B. 


Answer—(a) The roller jewel should not be oiled, be- 
cause the friction there is mostly of the “rolling” variety, 
so that oil is not as important as where “sliding” friction 
exists; and if oil is used, it soon becomes a disadvantage 
because of the dust it collects and holds. An example of 
sliding friction, on the other hand, is at the pallets, which 
should be oiled sufficiently so that there is no chance 
of their running dry between the times when the watch is 
cleaned. (b) No other method of cleaning is any better 
than the one that you describe ; some of them are not as good. 
(c) this watch is a pocket chronometer; the “two barrels” 
are really one barrel and one fuzee; the fuzee equalizes 
the driving power and prevents its being greatest when 
the mainspring is fully wound and gradually lessening 
as the spring runs down. The escapement is the same as 
in marine chronometers, and is the most highly “detached” 
of any, and therefore the most accurate for portable time- 
pieces. We suggest that you send a clearer copy of the 
signature on this watch; an exact drawing of it; this may 
enable us to determine the maker, and the approximate 
age of the watch. (d) This is a watch with fuzee, and 
verge escapement. There was a J. Bradford, watchmaker, 
in London, England between 1745 and 1775. If there are 
hallmarks stamped in the case of this watch, and if you 
will send us sealing-wax impressions from them, we could 
tell from these when the watch was made, which would 
indicate whether this Bradford was the maker of the 
watch. 


RECIOUS AND IMITATION METALS—I 

would like to know the most thorough methods of test- 
ing to detect the differences between all precious metals 
and their imitations. (Question No. 5023.) M. H. 
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Answer—An excellent practical book that will be 
found to cover everything that you wish to know about 
testing metals and detecting imitations of the precious 
metals is “Testing Precious Metals,” by C. M. Hoke, 
which may be bought of the book department, Jewelers’ 
Circular-Keystone, 239 West 39th St., New York City, 
for $1.00 sent anywhere in the United States, postpaid, 
upon receipt of the price quoted. 


LD CLOCK—I have a clock with label in the case 
bearing the name “E. N. Welch Mfg. Co., Forest- 

ville, Conn.” What is its age; and is this company or its 
successor still in business? The clock needs a factory over- 
hauling, and we wish to know where to send it for this? 


(Question No. 5024) R. M. W Jewelry Co. 


Answer—The E. N. Welch Mfg. Co. was in business, 
first in Bristol and later in nearby Forestville, Connecti- 
cut, from 1864 to 1868; after 1868 the company reor- 
ganized under the name Welch, Spring & Co., Forestville, 
Conn.; and the next change was to the style Sessions 
Clock Co., which firm is still in business in Forestville, 
Conn. According to this history, and the name on your 
clock, the clock was made between 1864 and 1868 and 
is between 68 and 72 years old. The nature of the work 
of reconditioning old clocks, often requiring the making 
of a part or more, makes a competent trade-repair shop 
generally a more suitable place than a clock factory for 
doing this work. Factories are interested in production 
rather than in special work, and the latter is not sought 
for, as it would be an interruption more or less to factory 
routine. The addresses of trade shops may be obtained 
from their advertisements in THE JEWELERS’ CIRCULAR- 
KEYSTONE. 


OBBLING PENDULUM—What are some of 

the reasons that may account for the “wobbling” of 
a pendulum in a Seth Thomas 8-day clock? (Question 
No. 5025.) P. R. S. 


Answer—You may find upon careful examination, 
one or more of the following faults, that would account 
for the wobbling of this pendulum:—(1) At the sus- 
pension block (which, of course, must be fastened tightly 
to the clock plate), the slit that holds the suspension- 
spring may be slanted toward one side; or, looked at end- 
wise, may not be vertical. (2) If there is a regulator- 
slide of the type that embraces the suspension-spring, this 
slide may be tight on the spring, instead of loosely fitted, 
as it should be. (3) At any and every point, from sus- 
pension to regulating nut, wherever parts are joined to- 
gether, whether by pins, rivets, screws, or other means, 
on the pendulum, see that these fit so that there is no 
“rattle.” In other words, the pendulum must act as one 
solid piece from suspension spring to regulating nut. (4) 
The suspension spring may have either a visible kink or 
buckle in it; or there may even be a strained portion of 
the metal that is hard to see. The only effective remedy 
for this is a new spring. 





Gary, Inp.—Harrison Huff, 47, local jeweler, and 
his wife, Anna, 33, were killed when their auto was 
wrecked by a Wabash freight train, at an unguarded 
crossing, here, Aug. 27. The wreckage of the auto was 
carried 1000 feet down the track. 





Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and al.brevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 

osed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers ill be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To aroid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Kevstone 
239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, Se. for each additional word; 
minimum charge, 75c. 








EXPERIENCED young watchmaker, de- 
sires position: reference furnished. Ken 
Cox, West End, N. C. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





BOOKKEEPER, TYPIST, full charge, 
several years’ wholesale experience; 
references. Address “O., 4899,’ care 
Jewelers’ Circular-Keystone. 





DIAMOND SALESMAN wishes line of 
loose or mounted goods; prefer Scuthern 
territory; Al references. Address “‘V., 
5180,” care Jewelers’ Circular-Keystone. 





WANTED, place by an optometrist reg- 
istered in Texas, who can also do watch 
repairing. Address “D., 5097,” care 
Jewelers’ Circular-Keystone. 


YOUNG LADY, many years’ experience 
with jobbing jewelry line, desires posi- 
tion in order and repair department, 
Address “B., 5026,’’ care Jewelers’ Cir- 
cular-Keystone., 





COMBINATION watch repairer and sales- 
man, experienced manager of large 
credit jewelry store, open for immediate 
proposition. Address “K., 5213,” care 
Jewelers’ Circular-Keystone. 





FOREMAN, thoroughly experienced on 
cast and finding rings, also model mak- 
ing: expert on tool works; best refer- 
ences. Address “J., 5209,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG LADY, bookkeeper, typist, thor- 
oughly experienced in the jewelry manu- 
facturing line; capable of taking full 
charge of office. Address ‘‘T., 5195,’’ care 
Jewelers’ Circular-Keystone. 





LOAN OFFICE CLERK, 31, 12 years’ ex- 
perience, jewelry, making loans, selling, 
clerical work; industrious worker; 
highest references. Address ‘P., 5080,” 
care Jewelers’ Circular-Keystone. 





EXPERIENCED JEWELER working on 
gold would like to change to hand-made 
platinum work with reliable firm in New 
York. Address ‘Z., 5090,’ care Jewelers’ 
Circular-Keystone. 





SILVER SALESMAN with unusual ex- 
perience in selling silverware, retail and 
wholesale, 33 years of age; 15 years in 
trade; Al references. Address ‘‘W., 
5091,”’ care Jewelers’ Circular-Keystone. 





AT ONCE, expert all around watchmaker, 
jeweler, engraver, diamond setter, or 
single line; state wages; South, West or 
Florida preferred; season or permanent. 
W. T. Lambert, P.O.X. 92, Sumter, S. C. 





RELIABLE YOUNG MAN seeks oppor- 
tunity with active credit jewelers in 
New York or Philadelphia; good future 
is sole object. Address ‘“‘T., 5152,’”’ care 
Jewelers’ Circular-Keystone. 





YOUNG MAN AVAILABLE to reputable 
watch wholesalers or importers; experi- 
enced shipping, assorting, etc.; ready to 
start work at once. Address “R., 5151,’ 
care Jewelers’ Circular-Keystone. 





FIRST CLASS retail store salesman and 
diamond setter, thoroughly experienced 
in both lines; willing to go anywhere. 
Address “Y., 5181,” care Jewelers’ Cir- 
cular-Keystone. 





DIAMOND SETTER, first class on all 
work, 25 years’ experience, including as- 
sorting diamonds, wishes position any- 
where. Address “S., 5179,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG LADY desires position in jeweler's 
manufacturing office; has ten years’ ex- 
perience in complete factory office work. 
Address “R., 5177,’’ care Jewelers’ Cir- 
cular-Keystone. 





FIRST CLASS general letter and mono- 
gram engraver, also heraldic work; 
South preferred; best references. Ad- 
dress “K., 4921,” care Jewelers’ Circu- 
lar-Keystone. 


MAN, thorough knowledge of wholesale 
jewelry business, seeks position with 
wholesaler for inside work; Al refer- 
ences. Address ‘‘L., 5187,’’ care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, clerk, age 24, experience 
seven years, wholesale and manufactur- 
ing concern; references Al. Address 
a 4907,” care Jewelers’ Circular-Key- 
stone. 








STERLING SILVERSMITH, model maker, 
all around bench hand, 23 years’ ex- 
perience, at present employed. Address 
“K., 5186," care Jewelers’ Circular-Key- 
stone. 





DIAMOND SETTER, expert on pl és 
work, wishes steady position platinum e. 
York City or California; Al referenceg, ot 
Address “J., 5139,” care Jewelers’ Cin, — 
cular-Keystone. . 





| 


WATCHMAKER, SALESMAN, desires — 
permanent position retail store; 19— 
years’ experience; good estimator; begt 
references. Address ‘M., 5143,” care — 
Jewelers’ Circular-Keystone. ; 





CREDIT STORE MAN who claims noth. 
ing but ability to sell, seeks connection 
with active chain; weekly salary, $56, 
Address “Y., 5120,” care Jewelers’ Cip. 
cular-Keystone. 





WATCHMAKER, A1 mechanic, 20 years’ 
experience, desires permanent position 
New York or vicinity; salary $30. Ad. 
dress “E., 5131,” care Jewelers’ Circy- 
lar-Keystone. 





YOUNG MAN just out of school, would 
like place to finish trade in watchmak- 
ing, engraving, jewelry repairing, and 
stone setting; state salary. L. ll, 
Box 234, Americus, Ga. 





YOUNG MAN, 28, desires position with 
retail or wholesale jewelry concern; 
seven years’ experience; best refer- 
ences. Address ‘‘T., 5114,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, thoroughly experienced 
retail and pawnbroking business; ex- 
pert salesman and appraiser; finest 
references. Address “J., 5104,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, capable, 18 years’ ex- 
perience, watch school trained, always 
worked in the best jewelrv stores; good 
references. Miss Jessa Stanley, 2101 
Buchanan St., Wichita Falls, Texas, 





WATCHMAKER, eight years’ experience, 
good references, wants permanent posi- 
tion: single; New England States pre- 
ferred: $20 a week. Address “E., 5068,” 
care Jewelers’ Circular-Keystone, 





EXPERIENCED buyer, manager and 
jewelry store salesman, cash and credit; 
now available; high caliber: productive 
and executive ability. Address “A., 
5072,”"" care Jewelers’ Circular-Keystone. 





WATCHMAKER, can do all repairs, clock, 
watch; age 29, eight years’ experience; 
will go anywhere South: will start for 
$15 per week. Address John B. Turner, 
R. 2, Box 69, Pink Hill, N. C. : 





NEW YORK; pearl stringing expert; lady 
with highest European and American 
references seeks ccnnection with first 
class jewelry establishment. Address 
“B., 5064," care Jewelers’ Circular-Key- 
stone. 





YOUNG LADY, assistant bookkeeper, 
typist, general office work, stock, repair 
clerk, wants position: manufacturing 
jewelers, wholesalers; five years’ jewelry 
experience. Ma Weiss, 260 Liberty 
Ave., Brooklyn, N. Y. 





BOOKKEEPER, STENOGRAPHER, office 
manager or assistant, lady, many years’ 
experience in all branches of the jewelry 
business; accurate; excellent references. 
Address ‘‘N., 4994,’"’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, 20 years’ experience on 
baguettes, railroad work, light jewelry 
repairs and can take full charge of re- 
pair department; salary $50 a week. 
Address ‘‘T., 5083,’’ care Jewelers’ Cir- 
cular- Keystone. 
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